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SPREAD (the riches 


of McKinney Forged Iron 
before your customers 
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The thought of using Forged Iron hardware for the new 
house carries a very real thrill to most people. There's 





1) 
Wi romance in its rich background, its rugged texture, its 
Zi sturdy form. And there’s more money for the dealer when 
yn thrills and romance accompany a sale. 
Diz a yy ve , : 
age Dy HUI McKinney Manufacturing Company, Pittsburgh, Pennsylvania 
H's 
€y) 
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In the Spirit of Good-Will 


day of the year; a day when selfishness 
and greed and discord are blotted out by 
the spirit of peace and fellowship. 


C HRISTMAS is the great “Good Will” holi- ; 


And this is as it should be. As we approach 
the threshold of a new year, Christmas comes as 
a breathing space; a time to catch up with our 
better selves; to take account of our steward- 
ship, and to issue dividends of sincere apprecia- 
tion for the good will of those who have helped 
to make our happiness and. prosperity possible. 


It is not merely a day of sentiment. It was 
never intended as a period for wearing smiles of 
self-satisfaction and taking pride in perfunctory 
gifts. Rather, it is a time for men to hark back 
to the spirit of childhood which still lurks in 
their hearts; to view life again through the eyes 
of a child; to see in other men only the kindly 
human attributes of friendship, helpfulness, con- 
fidence and good will. 


When we view our fellow men from this angle, 
gratitude comes naturally and freely, smiles are 
genuine, and gifts are joyous tributes of love 
and appreciation. The masks of life fall away; 
the stern, cold business man stands revealed as 
kindly, human and likeable. The competitor 
becomes merely a man with the same human 
traits as we ourselves possess. Customers reveal 
themselves as friends who wish us well. From 
it all comes something that transforms daily 
drudgery into the joy of living and serving. 


Yes, Christmas is a day of Geod Will—and 
good will is more than a symbol of sentiment. 
Good will has a permanent, tangible value. In 
the assets of a business good will rates high. It 
ranks above merchandise, location or price. It 
makes business possible, prosperity probable 
and contentment sure. 


Make your Christmas what it was designed 
to be. Let it bring out the best that is in you. 
Make it a mutual, not a selfish holiday. Use it 
to cement the loyalty of those who labor with 
you, and the trust which those you serve have 
in you. 


Use it to build up confidence and cooperation 
among those in your own field of endeavor; 
those from whom you buy, and those to whom 
you sell. Use it to make your community a 
better place in which to live; a safer, happier 
place for children to laugh and play and mould 
the foundations of life. 


Use it to build honor into business. Translate 
good will into honest action in the homely, every 
day transactions; into cooperation, fair dealing, 
just payment of debts, including the debts of 
friendship, confidence and good fellowship. 
Make Christmas not a day, but a part of all the 
days to come. 


Then we can face the New Year with the spirit 
that earns because it merits the success which 
comes from Good Will freely offered and 
graciously received. 
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ANY men, and women too, would buy tools 

and get at the repairs if they had some 
idea as to how to go about it. It is the hardware 
man’s job to tell them. 


The New and Greater Tool Trade 


HE hand tool business is still very much alive. 

Not only alive but facing a truly great develop- 

ment. The coming years will find a generation 
trained in the more or less skilled use of tools, due to 
the excellent manual training methods now available in 
our schools. Today’s home owners are even now a very 
important factor in the hand tool business, and the hard- 
ware merchant who is able to assist them in matters 
pertaining to the use of tools, with suggestions about 
equipment needed and in the many problems the amateur 
is confronted with will continue to enjoy a profitable 
trade in the line. 

Every home owner who enters your hardware store 
is a potential buyer of tools. Every basement or out- 
building can be converted into a home workshop that 
will bring contentment to the owner and profit to the 
hardware merchant. It remains for the hardware man 
to sponsor this idea among his customers. Many need 
only the encouragement to begin, it being a natural de- 
sire in men to build things. 

Then, too, there are many needs for tools besides the 
work shop. Tools are needed in every home to keep 
things in repair, and the average home owner is easily 
convinced that keeping his home in good condition is 
real money in his pocket. Here, then, is a wide open. 


‘paved avenue of approach in selling him working tools. 


Educating the Customer—and You Too 


While many customers will have some definite idea of 
their tool needs, large numbers of them do not, and 
still many more can be easily influenced to purchase other 
items if the salesperson is able to offer constructive sug- 
gestions. 

It is not difficult to spot a mechanically inclined home 
owner. He is usually eager to talk about his workshop 
and is even more interested in acquiring information 
and he expects you to be able to give it. This buyer of 
many high grade tools, on the other hand, may have 
some real knowledge of mechanics and it is important 
that the salesperson’s interest be born of a genuine de- 
sire to help and not given with any air of superiority. 
It is often profitable to be a good listener. 


Here’s How 


There are, of course, many ways and means of attract- 
ing customers to the tool department, but one very ef- 
fective way was employed by the Barrett Hardware Co., 
of Joliet, Ill., recently. In a periodically published book- 
let entitled “Barrett's Home Hardware News,” which 
carries in an interesting way the news and offerings of 
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the store’s various 
departments, the 
following item is 
played up promi- 
nently: ‘‘ Tools 
You Need—Tools 
are needed in 
every home to 
keep things from 
running down, to 
fix loose siding, to 
repair worn out 
steps, put up 
shelves, fix leak- 
ing faucets; in a 
word to attend to 
the hundred and 
one little jobs that 
often go undone 
because the needed 
tools are not at 
hand. Here is a 
suggested list: A 
claw hammer, a 
block plane, a try 
square, pliers, a 
pipe wrench, a 
hand saw, 3 wood 
chisels, a brace 


waukee, 


with bits, a wreck- 
ing bar, combination automatic screw driver and drill.” 
This list was arranged in column style and in good, plain 
type; and then another paragraph was used as follows: 
“Every tool selected in this group is of the highest quall- 


ty and particularly suited for just those jobs mentioned 
above. When you think of good tools, think of Bar- 
rett’s.” 

The italics above are ours, because we would point 
out that many men, and women, too, would buy tools and 
get at the repairs if they just had some idea as to how to 
go about it. It is your job to tell them. The Barrett 
way is one good way. This idea could be elaborated 
upon very easily and tools might be more extensively 


Here is a window display of tools that is right. 

Wis., present a wide range of merchandise, plainly priced and 

invitingly arranged. Below: Librett’s, Inc., New Rochelle, N. Y., give 

a great deal of attention to the windows of their new store. 
well arranged tool window is one of them 


listed with a view 
to catering to the 
more advanced 
users. Plans and 
working instruc- 
tions for furni- 
ture, general in- 
formation about 
the making ot 
mortises, tenents, 
dowels and_ the 
like, will help to 
awaken the ama- 
teur to action. 
During the last 
vear 75,000 work- 
ing blueprints 
have been sold by 
one nationa! 
magazine at 25c. 


each, and in the 
past three years 
the number has 
amounted to 200,- 
000. This repre- 
. : _ ’ sents a huge sale 
Reinholdt Bros., Mil- of tools, hardware 
eo and paint, even 
This though only 50 
per cent of the 

plans bought may have been actually completed. 
A new and greater tool trade is available to the hard- 
ware merchant who is willing to take a genuine interest 
in the needs of the amateur tool user, and who keeps 
abreast of the developments that call for tools, such as 
the great wave of radio building that was recently ex- 
perienced, the similar vogue of ship model making, etc. 
Finally, the tool department that serves the mechani- 
cally minded home owner well will make a host of 
friends among the best class of customers to be found, 
because your amateur mechanic is an enthusiast and will 
spread the word about the good hardware store he has 

found among his fellow tool users. 
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The Machine Age 


By Saunders Norvell 


OME parts of it have been rather hard sledding, 
wy but I have finally finished “WHITHER MAN- 

KIND.” The study of the development of law took 
some concentration. I went to sleep four times forcing 
my way through that chapter. A lawyer just finds it 
impossible to write anything clearly so anyone of ordi- 
nary intelligence can understand it, without an effort. 
To be clear seems to be against his principles, and, of 
course, this dates back to the early days when they wrote 
all of their legal papers in Latin. 

However, what I gathered from this book was the 
fact that we are living in a machine age. One of the 
writers made the statement that machinery had been in- 
vented to do things to relieve human beings of labor, 
but he went on to state that in all countries where they 
had slave labor, where labor was cheap, they invented 
very few machines. Machinery was mainly invented 
in those parts of the world where labor was scarce and 
expensive, and as labor went up higher in price so the 
quantity of machinery used was increased. 

Back in the days of Rome there were great numbers 
of slaves. Therefore, strange to say, the Romans in- 
vented very few machines. Practically all of their work 
was done by hand. 

As one author stated, when a centurion could take a 
little trip into a neighboring northern country with a 
few hundred Roman roughnecks as soldiers and bring 
back a convoy of slaves, why take the time and trouble 
to invent machines ? 

Take our own country, for instance. In the South, 

where slave labor was used, the inhabitants were not 
mechanical and invented very few machines. On the 
other hand, in the northeastern states, where slaves were 
not used, and where labor comparatively was high, in- 
¥entive genius developed most of the machinery used 
in our country. 
’ The same thing Applies internationally. In countries 
such as~China and India, where labor is very cheap, 
very little machinery is used. Generally speaking, even 
in Europe labor is very much cheaper than here in the 
United States, and as a result here in this country we 
have invented more machines and developed mechan- 
ically far beyond any European country. 

All this, I think, is rather interesting thinking. I 
went to bed thinking about machinery, and I woke up 
in the morning with the same thought in my mind. 
All that day I thought of machinery and I wondered 
how much I used machines. 

The first thing I did was to turn on the electric light. 
This light was supplied by some far away machine. 
Then I stepped in to the bathroom for a bath. I turned 
on the faucet, and the hot water was supplied by a hot 
water machine in the basement of my house. Going 
down to breakfast I found this meal was cooked on a 
gas range, the range being a modern machine and the 
gas being supplied by a gas plant probably several miles 
away. The ice in the tumbler on the table was frozen 
by an electric refrigerator. 

Then when I took my seat at the table I heard the 


ticking of one of these electric toasters that shoots the 
toast up in the air. Another machine! The percolator 
on the table that made our coffee was also a machine 
run by electricity. 

Having finished breakfast, I stepped out in front and 
my automobile was waiting. Here was one of the great- 
est machines of the age. Lighting a cigar, I was trans- 
ported on splendidly upholstered seats to the railway 
station. Here in a few moments came my train. I 
stepped into the Club car and was transported twenty- 
five miles in thirty minutes by an electric motor to New 
York. Another machine! 

Reaching the Grand Central Station I stepped down 
the stairway and boarded a subway car. Another ma- 
chine! Getting off at Bowling Green I walked up the 
steps into the Cunard Building, stepped into an elevator, 
another machine, and was taken to the twenty-first floor. 

When I walked into my office the first thing I received 
was a telephone call. I talked with a customer one thou- 
sand miles away, and heard his voice as clearly as if he 
were in the room. 

Then, when my secretary came in, I started on my 
mail. My replies were written on a typewriter. An- 
other machine! Walking through the office I found 
our various employees using adding machines, cash reg- 
isters and accounting machines. In one office one young 
lady was busy transcribing from the dictaphone. “Great 
Scot!’ I said to myself, “I certainly am living in a 
machine age. I do not eat, sleep or breathe without the 
help of machinery in some form.” 

When I tackled my mail I received a letter from the 
president of a vending machine company. It just hap- 
pens I am a director of this company. This is the 
concern that is selling machines that say, “Thank you, 
how are your folks?” This company has orders for 
these vending machines from all over the world. Their 
orders are a year ahead of the capacity of the manu- 
facturer to fill them. 

Then, later in the day, I was invited to inspect the 
model of a new accounting machine. This machine 
works by electricity. To look at it you would think it 
was just an ordinary typewriter, but, as a matter of fact, 
it is not only a typewriting machine, but it adds, divides, 
subtracts and can make out statements. In other words. 
the operator of this new machine can write a letter, 
quote prices, take discounts off these prices, multiply 
pounds and fractions in weight by a fraction in price, 
add up a part of a column and then continue the rest of 
the column, then stop and add up another section of 
the column, then continue down the line and add up 
everything that has gone before. In other words, this 
machine can do anything that can be done by anybody 
in typewriting or in figuring and can do all of it with 
absolute accuracy. 

Now, the curious thing about this machine is that it 
does this work not with a lot of wheels and other me- 
chanical contrivances, as used in other accounting 
machines, but by a series of magnets. All the brains 
of the machine can be put in a box or cabinet on the 
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thirteenth floor of a building or in the basement. The 
machine when used only requires a very small space. 
because it is not necessary to have any of the working 
machinery there. The machine itself is connected with 
its working machinery by wires, and the work is done 
with an electric current. 

I actually saw this machine work. It seems to me it 
will revolutionize all of the accounting machines on the 
market. It is a new idea in mechanics, just as new as 
a safety razor, just as new as radio applied to wired 
telegraphy. It seems to me the big concerns who are 
making accounting machines by old methods will become 
very much interested in this new machine. If this new 
machine is put on the market, I do not see how it could 
help but take the place of all these old machines. 

Now, let me tell you one thing that I was told this 
machine will do. If, for instance, it is attached to a 
cash register, it can be hooked up with a set of books, 
by which it will not only keep an exact cash account of 
the sale and the name of the clerk who made the sale, 
but it will enter the items of the sale on a card system 
at the same time. In other words, it will keep accounts. 
It will not only do this but it will also keep track of the 
maximum inventory, so as the sales take place every 
day, the employee who pushes the key of the cash reg- 
ister is keeping the books and at the same time is keep- 
ing track of the inventory. Of course, all of this seems 
impossible, but I have actually seen the thing done. 

If one form of this machine were installed in a res- 
taurant, the waiter, instead of having you write down 
the order or instead of writing it down himself, would 
have your table numbered. Every item on the bill of 
fare would also be numbered. This waiter who would 
take your order would simply press on a disk, which he 
would hold in his hand, the number of your table. Then 
as the portions of the different items on the menu were 
ordered, he would press the quantity and the number of 
the items. All of this would register immediately in 
the kitchen. Therefore, this waiter would not have to 
carry the order to the kitchen and give it to the cook 
and wait for the food to be delivered. Waiters would 
simply deliver the food to the table. 

Now, this machine would not only carry the order 
by electricity from the table to the kitchen, but it also 
would keep track of every item ordered. It would seg- 
regate these items into various columns, so the manager 
of the restaurant at the end of the day could tell exactly 
what his sales were; in short, a restaurant inventory. 





Not only will this machine do this but it will print the 
bill, which would be handed to the guest. These bills 
or checks will be printed, extended and added up auto- 
matically, so if the items were entered correctly by the 
waiter there could be no mistake in extensions or addi- 
tions. Not only will this machine do these things, but 
it will keep track, if necessary, of the cash sales of each 
individual waiter. The proprietor of the restaurant at 
the end of the day would have the total sales, in dollars 
and cents, of each waiter and would also have a report 
of exactly the number of orders of all kinds of items 
that had been served. 

In the meantime, the cashier having a machine con- 
nected by electricity with these other machines, as she 
made change, would record the number of the check 
and the cash received, and, of course, the cash entries 
and the check entries would have to be totaled, so the 
proprietor of the restaurant would have an exact check 
of the cash against every transaction of the day—and all 
this done by one machine. 

If this machine is worked up to its logical conclusion, 
it is practically a mechanical amalgamation of the work 
of cash registers, adding machines, accounting ma- 
chines and all other office machines of this kind. 

The men who have developed this machine have been 
at work on it for years. The main work was done by 
the son of a man who is the superintendent of an insti- 
tution for the deaf and dumb and the blind. In this 
institution, naturally, everything had to be done by 
touch. There was no seeing and there was no hearing. 
Therefore, the sense of touch and the use of machines 
guided by touch, was highly developed. 

The superintendent of this institution had a son, who 
was brought up in this institution. Although he was 
normal, naturally his education was along the lines of 
the teaching of the deaf and dumb and of the blind 
From this beginning and from his studies in this insti- 
tution this man started evolving this wonderful machine 

Now, I know all this reads like a fairy tale, but I was 
invited, with several other gentlemen, to call and inspect 
this machine, and as far as I could see it works. 

So it seems to me, we are all living in a machine age. 
and we are just beginning to see the use of machinery. 
The question in my mind is whether the machines will 
control our lives or whether we will control the machines 
and use them as our servants to make our lives sweeter 
and happier. I wonder what is going to happen? 








Towne Service Building Dedicated for Benefit 
of Yale & Towne Co. Employees 


OX Monday, Nov. 26 the new Towne Service 
Building of The Yale & Towne Mfg. Co., Stam- 
ford, Conn., was formally dedicated. This recreational 
center for the thousands of Yale & Towne employees 
was made possible through a special bequest in the 
will of the late chairman of the board, H. R. Towne. 

On the main floor is the Works Hospital, Dental 
Clinic and the Industrial Relations Bureau. The 
second floor has a large auditorium which will provide 
an adequate meeting place, recreational and dramatic 
center for the various plant organizations. A motion 
Picture outfit will also be installed for the entertain- 
ment of the employees, also a fully equipped stage. A 
commodious library is located on this floor. In the 
basement are four bowling alleys and a gallery for 
spectators. Two pool tables are also available. 









i 
‘ 






























HARDWARE AGE for DECEMBER 20, 1928 





Stand for Something Special} 


6c ES, we have a good 
newspaper here, 
two in fact, but it 


Every Hardware Store Can Lead in One or More 
Lines and in Five or Six Points of Special Service. 
Pick Your Leadership Idea and Feature It Every 


stores. The store making 
the query averages $150 
daily sales volume. It 
should average $185 a 


doesn't pay to use either 
one. Ours is a large city 
and a small store. A 
thirty inch ad would cost 
at least $35. We feature 
cut price items in our window and send out handbills 
about every month. These seem to bring us a good 
day's business about once a month. But volume slumps 
somewhat for a week afterward. What is the reason 
for this? We carry good merchandise’”—Query. 

There can be several reasons why the handbill brings 
one good day and several days’ slump. Here are two 
of them: 

The main appeal in the handbill is “special bargains.” 
People, especially old established customers, are often 
shy of the word “bargain.” They think the offerings are 
low grade goods at lowered prices. 
The lowered prices attract, but the 


Time an Ad. Is Run 
By GUY HUBBART 


day. And it could if it 
used two 20 inch ads a 
week, or at least every 
twelve days. It could 
save money enough on so-called bargain offers to pay 
for the space, for if it gives bargains it cuts prices, and 
therefore gives away some profit on each item. 

To be sure, two small ads every twelve days will do 
no good unless skillfully used. This means picking 
items to advertise that have wide appeal, selecting values 
that are so real that customers can recognize their values 
on sight, and putting ideas into copy. The ad which 
merely lists items and prices will not sell enough goods 
to pay. 

And this brings up the real value of newspaper adver- 











bargains, unless they are real, drive 
customers away even after they come 
in to look. This is no detraction of 
either bargains in the real sense or the 
use of handbills for advertising. It is 
a flareback of the time, some years 
ago, when all bargain advertising was 
doubtful advertising, not only in hard- 
ware stores but in all kinds of retail 
advertising. Any customer likes a 
real bargain in the sense of something 
extra for the money. Few like re- 
ductions because they are afraid of 
them, especially electrical appliances 
and items the real merit of which is 
not apparent until used for a good 
period of time. 

The second reason why the handbill 
brings a slump is because if 6000 are 
delivered only about 500 are ever 
noticed by the housewife or man of 
the house. Too many handbills of all 
kinds clutter the average front porch. 
Also the wind finds many of them be- 
fore the front door is opened. 

That much for hand bills. Now 
something about the “two good news- 
papers.” These papers each have 
about 30,000 circulation, every day 
and Sunday. “A 30 inch ad would 
cost at least $35.00.” Thirty-five dol- 
lars is thirty-five dollars, but think of 
the people who read the papers. They 
are both home or family papers. They 
cgyer half the people in the city every 
day and of course more than half the 
families. Also they reach some coun- 
try people. There are nine electrical 


say. 


frying. 


stay cool. 
large 10 inch 





Why Pay a Long Price For Aluminum? 
~ Cook With Wagner Ware—Best in Quality and Price 


Cooking the waterless way brings out natural 
food flavors; vitamines and mineral salts are 
retained; food shrinkage is reduced; plain 
foods and cheaper mea's are rendered health- 
ful and delicious—and there’s a saving in fuel. 


We sell Heavy Alum- 
inum at Sensible 
Prices. We are going 
to live here after we 
sell you, so you can 
depend on what we 


Skillets of all sizes for 
Cast Aluminum &Skillets 


with black handles that 


skillet .......... ° 


sun teen tees coho $E) Down $5) Monthy 


It means cooking and roasting without water, 
baking and broiling on top of the stove, mak- 
ing pancakes and waffles without smoke or 
grease. With Wagner, cast-aluminum wares 
you can cook successfully this way. 





Teapots, Kettles, 
Waffle Molds, many 
other utensils not de- 


Saucepans °12 »»— 


One quart size cast-aluminum Sauce 
Pan with cover. Has black handle 


that stays cool. 
Others priced to $6.40 with covers. 


own 











Teakettles that fill 


French Percolat Cc les for baking 
i through the spout. 


make delicious coffee. and serving. 
Coffee made in this health- 
ful way has a delightful, 

tizi taste obtained 


in no other 20 
way a oe 





Ww 
‘agner double casseroles Puri 





Voss—the Most Efficient Washer 
Airplane Quality with Submarine Prices 
AllMetal Tub, General Electric Motor 


Moderately Priced. 
Kitchersware Dept. Second Floor 











SMITH WINCHESTER CO. 








stores in the city and twelve hardware 
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land Feature Y 


our Stand= 


in ADVERTISING 


tising if properly used by hardware stores. This is it: 

Every hardware store, (no matter how many there 
are in a town) ought to lead in some special line, that 
is to be the outstanding store for something. It may 
be kitchenware, electrical goods, tools, sporting goods, 
toys—something; it doesn’t much matter what, just 
so the leadership is out- 


kind of price bargain—one with a good reason behind it. 
Customers cannot or will not think up reasons for you. 
You must do it. 

The advertisement reproduced here is one of a group 
of six sent in by the Smith-Winchester Company, 
Jackson, Mich. 

Notice the headline, six- 
teen words. It is pretty 





standing, definite, real. So 
customers know it. 
And by “standing 
for something special’ 
is meant in the ads as 
well as in the store, or 
the other way around. 


New Year’s Resolution 


HULU. 


Why not make a 
hardware store resolu- 
tion for the coming 
year? Why not de- 


to use newspaper ad- 
vertising this year, even 
if the amount is small, 
to build up leadership 
in two departments or 


= 
a 
decide “we are going | 


I shall devote half my space in 1929 
to constructive criticism and sugges- 
tions for improvement if hardware 
merchants will send in their news- 
paper advertisements. 


Sometimes just one little point 
makes or breaks the ad. My com- 
ments and suggestions will be gaged 
to help you, not merely to find fault. 


by Hebe S- 


good, because it centers 
attention on the main 
subject of the ad— 
plainly priced merchan- 
dise. 

The main write-up 
just below the main 
head is about some- 
thing every housewife 
is interested in: proper 
cooking utensils. In 
sixty-eight words the 
store has focused atten- 
tion on five items fea- 
tured in space. And at 
price ranges that are 
sure to hit 32 per cent 
of every family in 
town. That is _ five 





stocks.” 

Make the resolution 
just as you swear off smoking, staying up to late at 
night or drinking too much coffee. But with this differ- 
ence—keep the resolution. 


How to Keep It 


Every time an ad is prepared for the newspaper leave 
a big space at the top center. About two columns wide 
and 3 inches deep. In this space feature an item you 
know you can deliver to at least twenty people a day if 
they ask for it. Something that is always in stock in 
good quantity. 

Describe the merits of this article. Its manufacturing 
merits—quality of material and workmanship. Also 
describe what it will do for the customer, how it will 
serve him or her. Then the price and this line: “We 
specialize in this item.” 

After a while people will believe you do and will 
begin to buy it and tell others about it—and about your 
store. In the remainder of the space feature briefly 
items in current demand at regular prices. If you cut 
the price give a reason for it. Don’t just say “Whoopee, 
now you can buy $4.95 toasters for $2.95.” No one 
believes that and if they do they will wonder what is 
the matter with the toasters or whatever the reduction is 
made on. 

If there is a real excuse for reduction, tell it. Say 
you are discontinuing the line and will take a loss on the 
few items left, if that is true. There is only one real 


price levels running 
from $1.75 to $8.55. Of course 32 per cent of the 
population will not respond in one day to the appeal. 
But the idea presented will live on for several weeks 
and with it the name of the’store. 

Copy is well written—short sentences, small words 
and good English, direct, clear and informative. Layout 
could be improved by putting the box below and the 
four single cuts above. But at that it,is above average. 
Type display is excellently managed. All these points 
are in favor of careful reading, and impulse to buy, by 
the customer. Compare this ad with some you have 
seen, and ask yourself if it would not compete well with 
the best. The space is 4 columns by 10 inches deep, 40 
inches. 

Naturally an ad, especially a small one, loses a little 
in reproduction. If it looks good full size, as the one 
reproduced here looked, reduction sometimes distorts 
mechanical details—type arrangement, cuts and borders. 
Also the same holds true for an ad in which mechanical 
detail is not well managed. Reduction is likely to 
amplify weak spots. 

So make allowance in studying reproduced ads, espe- 
cially on layout and type setup. Try to imagine how the 
ad looked full size. The size is always given as it is on 
this ad. 

And, if possible, send in your clearest looking ads for 
comment. 
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HEN Watt startled the world | 

by putting steam to work, a 

- good half of the world thought 
that it had lost its job. Machinery that 
will do the work of human hands, they 
said, will do away with human workers | 
and great was their hue and cry. The 
machinery wolf indeed seemed to be | 
howling at every handcraftsman’s door. 

But where is this machinery bugaboo | 
today? The machine, like the guinea- 
pig, is simply a multiplier. It has given 
each man the power to multiply his own 
efforts and, in so doing, has greatly in- 
creased the demand for manufactured 
products and has provided more work 
for all hands than ever before. | 

With this large-scale production, of | 
course, there came the need for large- | 
scale distribution. A machine worker 
who produces a hundred chairs a day 
where he could make but one by hand, 
must find ninety-nine more people to 
sit in his chairs and that, in turm, means 
finding more dealers who will sell 
chairs to the sitters. 

This need for more and larger dis- 
tributing outlets was met at first by a 
logical and normal growth in the num- 
ber of retailers. Then came the de- 
partment store, the mail order house, 
and finally the chain store. 

Naturally enough the independent re- 
tailer is asking himself how far these 
organized systems will go and what ef- 
fect big-scale distribution will have on 
his business. Is it really a wolf howl- 
ing at the hardware dealer’s door and 
threatening to swallow him forever in 
its merciless jaws? Or is it like pro- 
duction machinery which first threw a 
scare into workers’ throughout the 
world and later proved itself to be more 
of a friend than an enemy? 

In the writer’s opinion, large-scale 
distribution has proved to be both a help 
and a hindrance to the independent re- 
tailer. And it can be made increasingly 
more of a help and increasingly Icss of 
a hindrance by all manufacturers and 
retailers who will recognize the true 
conditions they are facing and guide 
their actions accordingly. 

Let us, for the moment, skip over the 
department store situation and concer 
trate our study on the mail order com- 
pany and its development of chain 
stores which, at the present time, seems 


Ls the Mail Order Wolf Really Howling 
at the Hardware Deatler’s Door 


By V. C. Kitchen 





HE distribution problem is 

an outstanding one in the 
hardware trade today. The com- 
petition of chain stores and mail 
order houses is being studied and 
discussed wherever hardware 
men meet. 

HARDWARE AGE, in the 
belief that open discussion of 
any problem is a big step toward 
its solution, has acted as a forum 
for the exchange of ideas on 
this and other trade problems. 

The article which appears be- 
low is a voluntary contribution 
from a man oustide the hard- 
ware industry, but one who is a 
close student of merchandise dis- 
tribution. His viewpoint on the 
mail order-chain store problem is 
interesting and differs somewhat 
from that ordinarily presented. 
Whether you agree with Mr. 
Kitchen or not, you should read 
what he has to say on the sub- 
ject. 

Meanwhile we will welcome 
contributions from our readers 
on this or any other trade prob- 
lem. 














to be the darkest cloud upen the hard- 


ware trade’s horizon. And let us look 
this situation squarely in the face and 
fairly in the face from both sides of 
the question. 

From the constructive side I say that 
the mail order house has definitely 
helped the independent retailer. How? 
By forcing him to be a better merchant 
and by increasing the nation’s demand 
for all manner of merchandise. 

Edward Bok, former editor of the 
Ladies Home Journal, has said that the 
furnishing styles of this country were 
largely influenced by the Pullman Com- 
pany. Thousands of people, riding in 
Pullman cars, caught their first glimpse 
ot what they supposed to be the height 
of elegance and luxury and they re- 
decorated and refurnished their own 
homes accordingly. 

In much the same way I believe that 
the mail order catalog has spread be- 
fore the nation’s eyes a great vista of 
tempting merchandise and has carried 
the idea of broader needs and more 
luxuries, conveniences and comforts 
into millions of homes. 

Much of the demand thus created has 
found its way into the store of the in- 
dependent retailer for there are many 
products which the large majority of 














people hesitate to buy by mail. In the 
purchase of a rifle or a shotgun, for 
example, the experienced sportsman 
likes to handle and examine a wide 
range of guns before he buys. And it 
is even more important that the ama- 
teur should make comparisons and 
should seek the personal advice of a 
good local dealer who is qualified to 
guide him in his choice. 

It is practically impossible, in such 
a case, to obtain a satisfactory service 
by mail and a considerable. volume of 
business developed through the stimula- 
tion of mail order catalogs has thus 
chimed its way through the independent 
retailer’s cash register. 

The mail order houses themselves 
have realized this weakness in their sys- 
tem, a weakness which has become all 
the more pronounced since good roads 
and automobiles have placed outlying 
customers within easy shopping range 
of local dealers. To overcome this dif- 
ficulty, the mail order houses have 
started to establish their own retail 
stores and this, undoubtedly, is the most 
treublesome fly in the hardware dealer’s 
ointment and the factor which may 
seem to him to menace his existence. 

But does this establishment of mail 
order chains constitute a really serious 
threat ? 

The writer holds no brief for mail 
order stores. Neither does he agree 
with the calamity howlers who see or 
pretend to see in the mail order chain 
a speedy termination of independent re- 
tail business. I feel in other words, 
that these chain mail order stores 
again are both a help and a hindrance; 
that the hindrance is far less of a 
serious handicap than was feared at 
first and that this handicap can be still 
further reduced by an intelligent co- 
operation—not simply between manu- 
facturers and independent dealers but 
between all parties concerned. 

Let us take up these contentions one 
by one. 

It may seem absurd, at first, that the 
establishment of mail order chain stores 
can actually help the independent hard- 
ware dealer. But just as the wide- 
spread distribution of mail order cat- 
alogs has increased the demand for 
all manner of merchandise, the wide- 
spread display of merchandise in stores 
increases the demand for this mer- 
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led to buy. 








one window in the town. It 









hind it. 
the exclusive 





dealer could sell 






every store. 





pendent dealer sells. There are cases 






has not only brought actual customers 
inte the independent dealer but has in- 
duced such dealers to stock or re-stock 
a fast selling line that they otherwise 
would not have handled. 

In one such instance a mail order 
chain store was displaying a well known 
line of merchandise. 
dealer across the street flew into a 
huff and discontinued this line which 
he himself had previously handled. Peo- 
ple passing the chain store or attracted 
by its advertising entered to buy but 
found neither a sufficient variety in 
stock nor the type of service they ex- 
pected. They turned, therefore, to the 
independent dealer across the street 
and, as the great majority of them 
would accept no substitute, this dealer 
hastily re-established the line in which 
he is now doing a most satisfactory 
business. 

Let us grant, therefore, that the chain 
store can be of some help before con- 
sidering how serious it may prove as 
a hindrance. 

Will the chain store eventually force 
the independent dealer out of business ? 
We are sure it will mot and for a va- 
riety of reasons. It is doubtful, for 
instance, if any independent dealer has 
ever been forced to the wall solely 
through chain store competition. You 
will find, in other words, that insuffi- 
cient capital, inefficient management, 
poor location or any one of many other 
difficulties have been primarily respon- 
sible for failure and that any dealer who 
is courageous and intelligent enough to 
survive these other troubles need not 
bother overmuch about the advent of a 
chain store on his street. 

Let us see how dealers of this type 
have met the so-called menace of the 
chain store. We have history to guide 
us in this respect for, although chain 
store competition is comparatively new 
in the hardware field, it is already an 














































chandise. The more stores there are to 
show a product, the more people will be 


The chain store, in short, can help the 
independent by displaying and increas- 
ing the demand for goods the inde- 


or record where chain store display 


The independent | 


If, for instance, a dealer has an ex- | 
clusive agency for a certain product, | 
that product will be displayed in only 
cannot 
possibly become as widely known and 
popular as the product which is seen in 
every store on évery hand and the man- | 
ufacturer, in turn, cannot possibly af- 
ford to place as much advertising be- 
In many instances, therefore, 
more 
goods and make more money by putting 
his efforts behind those products which 
are widely advertised and shown in 
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examples. 


a single independent druggist. 


cation 
chain store. 


pendent druggist ever dreamt of. 


druggist’s former clerks has opened up 
not one but two independent stores in 
the same section of town and all three 
of these new stores are doing more busi- 
ness than when a single druggist held 
undisputed sway over the entire terri- | 


tory. 


Druggist Has Severe Competition 


In both the drug and grocery fields 
it has been clearly proved that the wide- 
awake independent dealer, using mod- 
ern methods, pushing well-known 
brands and rendering intelligent per- 
sonal service can do business and pros- 


store competition. 
other fields, moreover, is far 
severe than any which has yet devel- 
oped in the hardware situation. 
independent druggists must compete 
with a chain store which, like himself, 
is specializing in drug store products 
and the independent grocer must com- 
pete with a chain store which is spe- 
cializing in food products. 

As contrasted with these difficulties 
the hardware dealer has a comparative- 
ly easy time. He is forced to compete 
only with mail order houses and chain 
stores which are not specializing in 
hardware products but are trying to 
cover the entire field of general mer- 
chandise. They are, consequently, no 
more to be dreaded than the general 
department store and, in fact, their 
stock and service cannot be compared 
with that of a department store. In 
neither case can stock or service be 
compared with that of any modern 
hardware store which specializes in 
hardware products and which serves its 
customers with knowledge and experi- 
ence that date back for many years. 

Let the progressive independent, 
therefore, abandon all vague fears and 
face with a clear mind, the only prob- 
lem which need cause him any real 
concern. This problem is, of course, 


which existed long before there were 
chain stores and which, doubtless will 
continue to exist as long as there is 
business competition. 

Even with this ever present and per- 
plexing problem, however, steps can be 
taken for relief and these steps must 





be taken both by manufacturer and 


the price-cutting situation—a situation | 


| old story in the drug and grocery fields | 
where we find no end of encouraging 


per in the face of the keenest chain | 
Competition in these | 
more | 


The | 








It is the writer's belief, more- 
over, that these steps should be taken, 
not by methods which are commonly 
attempted, but by a fairer, more com- 
prehensive and farsighted plan. 

The plan most frequently adopted by 


dealer. 


The writer’s section of town, for in- 
stance, was once served exclusively by | 
This 
man eventually retired with a comfort- 
able fortune and his business and _ lo- | 
were purchased by a leading 
This chain store ts now | 
| doing a larger business than the inde- | 
| At | 
be same time, however, one of the 


manufacturers is to withdraw their 
prices from the mail order houses. 
This has been tried many times, and 
to my best knowledge and belief, has 
never succeeded in achieving the de- 
sired end. 

This is because a manufacturer may 
withdraw his prices but he cannot 
withdraw his products which, if in suf- 
ficient demand, obtained and 
featured by the mail-order house in 
spite of any bar that can be placed be- 
tween. 

With the expenditure of millions of 


will be 


| dellars and the employment of thou- 


sands of revenue agents, the United 
States Government has been unable to 
put an end to the bootlegging of alco- 
hol. How utterly impossible it is, 
therefore, for any single manufacturer 
to attempt to end the bootlegging of 
products whose sale and distribution 
are well within the limits of the law. 

Even if it were possible for all manu- 
facturers to band together and establish 
a vast spy system in the effort to end 
such practices, the evil itself would not 
be ended. The chain store distributors, 
in this case, would simply buy out an 
existing manufacturer or build their 
own plant and manufacture for them- 
selves the products that they could not 
buy. 

The manufacture of their own brands 
has already been undertaken by chain 
distributors in the drug and grocery 
fields, without the necessity for such a 
step, and could as easily be undertaken 
in the hardware field were the mail 
order distributors compelled to do so. 

You may say, of course, that private 
brands of this kind would lack popu- 
larity and public demand. That indeed 
is true but the chai-store controlled 
manufacturers in other fields have 
widely advertised their private brands 
and have gained for them as much ac- 
ceptance and demand as any in the gen- 
eral field. The chain stores, in this 
case, are selling widely advertised 
brands which the independent dealers 
cannot, and an equally disadvantageous 
situation could easily arise in the hard- 
ware field. 

Finally, it was more than probable 
that any attempt of a manufacturer 
to withhold his products will serve to 
antagonize the mail order houses. It 
is obvious that an antagonized and 
angry distributor may carry his price 
cutting much further than he other- 
wise would. The angered distributor 
would in all probability obtain the mer- 
chandise through bootleg channels, and 
if in his disgruntlement, he should then 
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proceed to cut the bottom out of prices, 
the condition would be aggravated 
rather than relieved. 

What then, is the manufacturer to 
do? 

The answer, to the writer, seems a 
fairly simple one and it is this: 

I know, for instance, of one manu- 
facturer who is selling directly to one 
of the large mail order houses while 
withholding (or futilely attempting to 
withhold) his products from another of 
these houses. The first of these firms 
—the one which buys direct—is main- 
taining prices at a satisfactory level. 
The second firm, which is forced to 
obtain the merchandise through irregu- 
lar channels, has cut its prices to a 
point materially below those published 
in the first firm’s catalog. The manu- 
facturer in question tells me he has 
found it utterly impossible to prevent 
this second mail order houSe from ob- 
taining his goods and that their ruthless 
cutting of price has caused trouble not 
only with the trade but with the first 
mail order house which buys direct and, 
in consequence, cooperates to maintain 
prices. 





| 


This suggests to me a possible solu- | 


tion to the tangle, since it is clear that | 


the manufacturer’s policy of control- | 
ing the sale of his goods to one of | 
these mail order houses, is working out | 
much better than is his attempt to with- | 


hold his products from the other. 
If, for example, a manufacturer 


wishes to merit fair dealing from his | 
regular dealers, he himself deals fairly | 


by them. He makes them the best prod- 
uct it is possible for him to produce. 
He advertises in their behalf and co- 
operates in every other way to make 
the handling of his line a satisfactory 
job. 


Cooperation, rather than internal 
strife, has always, in the end, best 
served the interests of all. 

If instead of withholding his prod- 
ucts, the manufacturer should offer 
them to all avenues of distribution on 
an equitable quantity basis; if he should 
“play ball’’ with all his distributors, is 
it not logical to suppose that they would 
“play ball” in return, and that thus the 
trade as a whole would be benefited? 

The problem, I understand, has been 
tackled from this angle by a_ well- 
known manufacturer who serves the 
hardware field. It is a policy which 
may be discontinued but which, so far, 
has apparently proved advantageous for 
all concerned. The mail order houses 
are cooperating and are selling this 
manufacturer’s goods at a level con- 
siderably above the prices they have 
pleced on merchandise obtained through 
irregular channels. The merchant, in 
this way, is protected whereas arbi- 
trary refusal of mail order house or- 
ders often fails to protect the inde- 
pendent retailer in any way whatever. 


Experiment Well Worth Watching 


The experiment is well worth watch- 


| ing and I, for one, am inclined to think 
Success may not bring | 


it will succeed. 
a complete solution of the problem, but 





the dealer and nobody suffers but this 
dealer who has let his temporary pique 
obstruct his vision. 

Had he, on the other hand, continued 
with his higher quality and better sell- 
ing line he would still be in position to 
give the chain store competitor a real 
run for his money. 

Another serious mistake, in my opin- 
ion, is the attempt to beat the cut-price 
store at its own game. The independ- 
ent dealer must survive through quality 
oi product, quality of service and an 
environment of individuality and style 
which is more attractive in the eyes of 
customers today than the low-price bait 
put out by cut-rate stores. 

This desire for individuality and 
style is a recognized fact which has 
led even the bargain basements to at- 
tempt to raise their “tone.”’ The inde- 
pendent dealer must keep ahead in this 
trend and every time he tries to cut 
under the cut prices, of a chain store 
he not only cheapens himself in the 
eyes of the public, but suffers a severe 
and unnecessary loss in profit while 
making it more and more difficult to 
provide the individual surroundings 
and to render the high grade of service 
which are by far his most valuable 
stock in trade. It is better to maintain 


| your price and lose a part of the busi- 


I believe it will mean at least, a great 


improvement. 

Even where successful, however, the 
manufacturer cannot fight all of the 
dealer’s battles. The retailer too must 
make a move and, as in the case of 
manufacturers, he should be careful not 
to move in the wrong direction. 

There are retailers, for instance, 
who, when they see a well-known prod- 


| uct featured by a chain store or mail 
order house fly into a rage and throw | 


In short, he “plays ball” with the | 


trade and dealers treated in this way | 
should give him their unqualified sup- | 


port. 


Why, then, should not this manufac- | 


turer obtain the same results if he ex- 
tends fair dealing not merely to one 
but to all mail order houses? 
“Because,” you may reply, “that 
would be double dealing—straddling the 
fence.” 


Why should any manufacturer | 


want to make friends of the mail order | 
houses who are considered in the light | 


of enemies by his regular jobbers and 
retailers ? 

My answer to this objection is that, 
if you cannot put an enemy out of busi- 
ness the best thing is to make a friend 
of him. The mail order chain stores 
were inevitable. The manufacturer 
cannot put them out of business. The 
independent dealer cannot put them out 
of business. The Government will not 
put them out of business. Let us then 
make friends of them and place business 
on a fairer, higher and more profitable 
plane for all. 





this brand out of their store. 


| inclined to cut. 


ness than to lose the reputation on 
which business builds. 

When one independent dealer cuts, 
moreover, other independent dealers are 
A price war is thus 


| established on all sides instead of mere- 
| ly with the chain store and the stabili- 


| zation 


which every dealer earnestly 
craves is further from his reach than 


| ever. 


In doing | 


so, of course, they may be cutting off | 


their nose to spite their face. The dis- 
continuance of an outstanding brand 
cannot help them, and may in fact do 
them a great deal of harm. 


This discontinuance, for instance, 


There may be need for price cutting 
to meet the original cut on the part of 
chain stores, but there is mo need for 
unnecessary price cutting on the part 
of high grade dealers. It is foolish to 
suppose that people will not pay the 
price for better quality and service. 
The economical street car is in a des- 


| perate situation because people prefer 


° . | 
places the mail order store in a stronger | 


position than ever and 
weakens the independent dealer’s abil- 
ity to compete. We have, in other 
words, the picture of the mail order 
store selling, as a leader, the product 
that the public wants, while the irate 
retailer across the street is forced to 
urge a less known or inferior product 
on a resisting public at a somewhat 
higher price. 

The fully disgruntled retailer may 
be content to suffer this loss—taking 
grim satisfaction in the belief that he 
is hurting the manufacturer who 
“failed to stand by him.” Actually, 
however, the manufacturer gains, 
through the chain store, a large part 
of the business he has lost through 


. | 
materially 





rubber-tired busses at a 
higher price. The independent drug 
gist and grocer are still enjoying 
profitable business because their patrons 
pay the price for the service they re 
ceive. The independent hardware 
dealer can follow the same course. 
Yes, stick to your quality lines—the 
best known, best advertised and fastest 
moving lines, no matter who else sells 
them. Push the brands where the least 
push means the fastest turnover and 
which have a reputation that will jus- 
tify the prices you should charge. 
Maintain prices that are fair to your- 
self and cooperate with those manufac- 
turers who, in view of the existing 
situation, are actually doing something 
to assure the fairest prices among all. 


to ride in 
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THE TIRE SITUATION 


Are Guarantee and Liberal Adjustment Offers Having a Serious Effect 


RE guarantee and liberal adjust- 
ment offers having a serious ef- 
fect upon the tire business of the 

retailer? It would not be accurate to 
answer this question with either a def- 
inite and brief affirmative or a negative 
of the same degree. Either answer 
would be true, but partially as the tire 
business of some retailers has suffered, 
whereas the tire business of many other 
dealers has not been affected adversely. 

Naturally it is assumed that the retailer 
referred to in this question is the re- 
tailer who is served by the wholesaler 
and for the purpose of identification we 
will refer to him hereafter as the inde- 
pendent retailer as distinguished from 
the mail order-chain institutions who 
are also retailers. As all this furore 
about so-called liberal warranties and 
adjustments originated with and has 
been given such wide national publicity 


by the mail order-chain companies it is | 


but logical, we think, to consider their 
position and objective before we at- 
tempt to analyze the effect of their ac- 
tivities upon our friend the independent 
retailer. 


Upon the Tire Business of the Retailer? 


When these large merchandisers were | 
merely mail order houses their appeal | 


to the buying public was based prrmar- 
ily upon price and not being in perso- 
nal contact with their customers they 
inspired confidence by certifying “satis- 
facton or your money back” on every 


item they offered for sale, not, if you | “"- 
| drivers 


please, on tires alone, but on every com- 
modity they had for sale. 


buyer and did not stress guarantee, being 
content to say that their tires would de- 


liver 12,000 miles of service, which was | °<!"'5, 
| effective 


not unusual mileage even then. With 
changed conditions came changed sell- 
ing methods and they opened over-the- 
counter stores throughout the country 
simultaneously assuming the cost of the 
property or its rent, the cost of local 
management, advertising, sales people, 
service, accounting, heat, light, insur- 
ance, taxes and all other costs that are 
necessary to storé maintenance. With 
mounting expenses increased sales vol- 
ume is imperative and to obtain that 
increased volume they must attract peo- 
ple into their new stores. To do that 
they broaden their guarantee on many 
commodities, but this being an automo- 
bile age with pneumatic tires an abso- 
lute necessity they now put high heel 
slippers, silk stockings and short skirts 
on their tire guarantee to entice the 
passing motorist, knowing that he, as a 
car owner, is an excellent prospect to 


At that time | 


they relied on price to attract the tire | : 
| “we guarantee our tires for 15,000 or 





By H. A. GITHENS 


Editor’s Note-—Mr. Githens is president 
of the Badger Rubber Works, Cudahy, 


Wts., and a keen student of tire distribu- | 
This contribution | 


tion and merchandising. 


is the complete transcript of his recent | 
talk before the Atlantic City convention. | 


A brief résumé of Mr. Githens’ talk was 


reported in HARDWARE AGE, issue of Oc- | 


tober 25. The subject being of vital inter- 
est to hardware jobbers and dealers, we 


obtained the manuscript from the speaker | 


and herewith publish it in full. 





H. A. GITHENS 


whom they may sell other goods on dis- 
play in their store. 


Even such colossal enterprises must 
establish and maintain good will. 
Having but recently opened local 
stores they must quickly attract the at- 
tention of the buyers in the area they 
serve and automobile tires are but one 
of the mediums through which that end 
is accomplished. The number of miles 
they guarantee is not extraordinary, 
though being so efficient in the art of 
merchandising they make it appear to 
be so. Many standard tires regularly 
deliver much greater mileage than they 
claim. It is the liberality of their ad- 


| justments that has caused so much com- 
| ment. Some of their adjustments which 
; have come to our attention have been so 
| extreme, so far removed from anything 
| even approaching sound business prac- 


tice that we can only conclude publicity 
is their motive and that the losses, in- 


| evitable in such adjustments, are spread 


Having used the slogan “‘satisfaction | 


or your money back” since the origin 


| 


of their business they must continue to | 


use it in each of their local stores, but 
knowing that tire manufacturing has 
advanced phenomenally, that road con- 
more efficient 


are much 


| ditions are vastly improved, that car | 
and | 


keeping in mind that pneumatic tires | 


are an absolute necessity they now say 


16,000 miles,” as the case may be, and | 


being good merchandisers as well as 
advertisers they make 
guarantee appear to be most attractive. 
Analysis of their printed 


that | 


guarantee, | 


| however, discloses that they are obli- 
| gated only to repair or replace at their 


| option “on the basis” 
| mentioned, 





of the mileage 
which means _ that 
charge for the mileage delivered. 
liberality of their adjustments or their 


interpretation of their own guarantee | 


they | 
The | 


} 


! 


is a matter of house policy and in the | 
extravagant cases that are occasionally | 
heard of it may be that the cost is | 
charged to the advertising department. | 


They are good merchandisers and effec- 


tive advertisers. Rest assured that the | 


manufacturer of the tires they sell does 


not give them any such liberal adjust- | 
ments under the guise of guarantee as | 
| now sold on the strength of superlative 


they offer to their customers and that 


manufacturer may be selling millions of | 
tires under his own nationally adver- 


tised brand. 


pro rata among other departments or 
absorbed in the advertising appropria- 
tion. As practical rubber men we know 
there must be a day of reckoning. There 
is a point beyond which costs are in- 
flexible, a point beyond which huge pur- 
chasing power cannot go and now that 
they are retail store operators they 
must bear the unavoidable expenses of 
retail store operation. 

So-called liberal adjustments are 
basically wrong. They are actually un- 
fair to the user because they tend to en- 
courage carelessness, even malicious 
carelessness. The buyer is certainly 
entitled to full and fair value but he 
should not be rewarded for gross negli- 
gence and any system that pays a 
premium for carelessness must eventu- 
aliy fail. 

The Standard Warranty as adopted 
by the members of the Rubber Institute 
Inc., who manufacture 95 per cent of 
all the tires produced in the United 
States, is not only basically and econom- 
ically sound but it absolutely fair to car 
owner, seller and maker. It does not 
penalize the careful driver for the er- 
rors of the careless or unscrupulous 
driver. It does not restrict its protec- 
tion to 15,000 or 25,000 miles or to 
any specific mileage and it is not limited 
to any period of time. If the tire dis- 
closes a defect at any time or after it 
has delivered any number of miles it is 
subject to a fair and reasonable adjust- 
ment and any standard, reputable tire 
that is not mechanically defective will 
deliver far more service than many tires 


statements. 
In considering this question of liberal 
adjustments we must not confuse guar- 
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gardless of the accidents they encounter 
are insured and the user pays for this 
insurance just as he pays the premium 
when he insures his car. This insurance 








less and it is entirely legitimate. He is 
paying a flat rate price to be doubly 
sure of one full year of uninterrupted 
tire service. 

Bruce Barton recently told this story: 
A friend of his was walking down 
Broadway when he was accosted by a 
beggar who said: “Please, Mister, will 













antee with insurance. Tires that are re- | 
placed or repaired without charge re- | 


cost may be included in the sale price | 


of the tire, but he pays for it neverthe- | our intention to attempt to tell you 


gentleman being somewhat surprised 


said: “That being the case, don’t you 


think you would eat much sooner if you 
asked for a quarter?” and the beggar 


| replied: “Mister, give me the dollar or 





| industry. 


don’t give me the dollar, but don’t tell 
me my business.” Now it certainly is not 


successful business men your business, 
but in replying to the question which 
your capable secretary has asked of us 
we point to the fact that more tires 
have been sold during the past year 
through the independent retailer than 
ever before in the history of the rubber 
These independent retailers 
whose business has suffered because of 
guarantee and liberal adjustment offers 


more prosperous brethren who, instead 
of being worried and irritated by the 
tire guarantee mania, have analyzed 
these guarantees and found their weak- 
nesses, have concentrated their full 
ability on mérchandising and have ag- 
gressively sought and obtained business 
through legitimate, competent and mod- 
ern methods. Such successful merchants 
capitalize on the friendly, interested in- 
dividual service they are able to give as 
contrasted with the mechanical, formal 
attention offered by chains which fre- 
quently have nothing but price and 
guarantee to sell. 

Liberal adjustments have not affected 
the capable merchant. They have af- 
fected the retailer who has not kept 





you give me a dollar, I haven’t had 
anything to eat for three days.” The 


are less efficient as merchants than their 





pace with progressive merchandising. 











CASH DISCOUNT 


By Hon. Robt. H. Treman 


Past President the National Hardware Association of the United States; Former Deputy Governor and 
present Member Board of Directors of the Federal Reserve Bank of New York; Chairman, Treman, 
King & Co., Wholesale Hardware, Ithaca, N. Y.; President, Tompkins County National Bank, Ithaca, N.Y. 


angles. I shall approach it, perhaps, from different 

angles than some of the rest of you would. If we 
want to discuss it merely from the standpoint of interest 
rates—solely in the presence of the call money rate of six 
to ten per cent and commercial paper at five and a half to 
six and a half in New York and perhaps seven or eight in 
other parts of the country, it is an inopportune time to base 
it on the question of interest. I have had it suggested that 
the manufacturers in changing this rate argue it is costing 
them thirty-six per cent for their money, which is too much 
to allow as profits will not permit it. I suppose the argu- 
ment will be based on the fact that the time is thirty days 
and if a man pays in ten days the manufacturer gets his 
money for twenty days, and if he allows two per cent for 
twenty days that is thirty-six per cent per year. 

Some years ago I wrote a number of jobbers over the 
country asking them to advise me as to credit conditions, 
on the basis of the time extended on hardware and metal 
lines. The answers I got were quite illuminating. I asked 
what proportion of their customers at that time discounted 
and took advantage of the two per cent. I found that it 
varied in different parts of the country because, of course, 
money rates vary and it is a different proposition in the West 
than it is in the extreme East, but I think the answers were 
that from thirty to forty-five per cent discounted their bills. 
Then I asked about the balance of fifty or seventy per cent 
who did not discount their bills. I asked if any paid in sixty 
days, and the answer was that some paid in sixty days, some 
paid in sixty-two or sixty-five, some paid in seventy, and 
some paid in eighty and ninety and a hundred days, and 
some never paid. Now, there is the credit side of the bills 
that you extend; and in extending credit to people I want to 
ask the credit men here what is a fair price for them to 
allow for the services of those who follow up these delin- 
quent buyers who do not pay in either thirty or sixty days 
or whatever the time. If the terms were thirty days, I think 
you would find that they run much beyond that. I will speak 
of that in a moment. I have had some experience in that line, 
but make a fair estimate of the time and expense con- 
nected with your credit system in maintaining credits for 
those who do not pay strictly according to contract terms. 


On discount can be discussed from two or three 


Now, of course, you can argue that it is entirely the part 
of the buyer to take advantage of the cash discount or pay 
at the end of the limit of sixty days, but do they do it? Of 
course they don’t. Therefore it devolves on the handlers 
of the credit department of their organization to spend a 
good deal of money in maintaining a credit department with 
men, intelligent, tactful who know how to write letters, and 
spend their time writing letters, making sight drafts and 
trying in every way to collect. That seems to me as a very 
important part in the question of the terms given by a manu- 
facturer because it is not always realized that the terms of 
two off, ten days, under which we have been working for 
many years, is not an allowance of interest only. It seems 
to me that it should be regarded as a premium to the man 
who pays promptly, and it cannot be otherwise considered 
if you look at it thoroughly; it is a premium for prompt 
payment, and to relieve the seller from the extra expense, 
the time and annoyance and trouble in trying to collect de- 
linquent accounts. Now, the proposal is to make a thirty- 
day term with an allowance of simple interest at the rate of 
six per cent. 

It was my privilege some years ago in discussing with the 
copper manufacturers of this country—we were discussing 
trade acceptance plans in connection with the use of trade 
acceptances—and there were in that room perhaps seventy- 
five per cent of the representatives of copper products in the 
United States. I asked them what kind of terms they gave 
and they said thirty days. I said to them, “You are selling 
copper to those purchasers and do they pay their bills in 
thirty days,” and the answer was no, that it ran from thirty- 
five to forty-five days. In other words, from twelve to fif- 
teen per cent took more time in paying their bills—they took 
more time than the contract terms stipulated when the pur- 
chase was made. Those things are things that seem to me 
we should largely consider and equitably so in asking the 
manufacturers to withdraw their proposal. 

From the standpoint of the jobber, I would like to say 
the jobbers are interested in this proposition because in the 
cost of doing business and the profits that accrue to the job- 
ber—or to the retailer today—they are so small that I think 
most of you recognize it becomes a life and death struggle 
unless conditions are changed. 
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HARDWARE AGE PRICE RECORL 


PUBLISHED BY HARDWARE AGE, 239 WEST 3971 ST., N.Y. CITY 


NUMBER 
ORSWE 


Tle. 1 | +e 
7 g 
6 


QUANTITY 
BOUGHT 


QUANTITY 


— ON HAND 


éh 
Lb 


DATE QUOTATION DATE 


This is a copy of a page taken at random from a HARDWARE AGE PRICE BOOK used by an Eastern hardware dealer. 
and sources are fictitious for obvious reasons. The cost code used is very simple, X being 0, A is 1, B is 2, ete. 

On Feb. 20, 1926, the stock inventory was 2, 7 lb.; 4, 9 lb., and 2, 12 Ib. 
Reading across we have source, invoice cost, freight and total cost, retail price, 


learn that mop heads No. 177 are carried in three weights. 
chases made at that time were 10, 8 and 6 respectively. 


QUOTATION 


ARTIC Kesdo 
Me.1)2?- 24 '7?Le 


TOTAL RETAIL 
cost PRICE 


it NOs 


iP?’ 4 


REMARKS 





QUANTITY 


REIGHT 
PRICE 


CUOTATION 


Amounts, prices 
From this example we 
Pur- 


etc. A month later an inventory quickly taken shows the quantities on hand are 4, 3 and 5, so the order placed is governed accordingly 


instead of basing it on an altogether too common practice of ordering in some arbitrary quantity regardless of stock on hand. 
Starting in April of 1926 we begin to note better quotations on these items. 
In January, 1927, we find at the bottom of the page a better price’ from a third source. 


it goes. 
alter the quantities. 


And so 
In May we change the source of supply and again 
The following month we 


again change our source and quantities. In this case we have increased our purchases in 12 Ib. so that the gross stock after shipment will 


be 10 instead of 8. 
which is seasonable. 


The situation might be reversed. This example suggests a stronger demand for 12 Ib. mops, perhaps a stronger demand 
Whatever the cause may be, the price beok, properly maintained, will advise us 


Have Facts Available 


Know Your Costs; Know When and Where to Purchase and How Much. 
The Complete Price Book Easily Maintained Will Keep Your Business 
History at Finger Tips. Inventory Time Is a Good Starting Point. 


HERE are certain facts a retaile hardware mer- 
chant should have available for immediate use. 
He should know the cost of merchandise in 
stock ; where he obtained that merchandise ; how ship- 
ments were handled and who paid for the shipping. He 
should know the. quantities and dates of purchases. 
When making a purchase he should record current in- 
ventory of the particular article being ordered. Such 
records are easily maintained and will prove of inestim- 
able value, particularly in these days of intense compe- 
tition. Today in all business, knowledge is power. 
With this information at hand, the merchant may in- 
telligently make purchases at all seasons of the year. He 
can always tell which numbers in a line are actively 
selling. He can determine which items to concentrate 
on and which to discontinue. When inventory time ar- 
tives, the pricing is done more quickly if complete rec- 
ords are available. With the inventory and other data 
mentioned, he can analyze his past year, compare its 
history with that of previous years, and from the com- 
bined knowledge intelligently plan a successful new 
year. 
To provide an efficient, yet simple means of compiling 


this data, the HARDWARE AGE PrIcE Book was de- 
signed. For several years an ever increasing number of 
hardware merchants have used this book. They tell us 
of its usefulness and recognize that its distribution is a 
definite service contribution to better store operation. 

The Harpware AGE Price Book is actually more 
than the name implies. It provides proper columns for 
all of the necessary data mentioned in previous para- 
graphs, and in addition, has space for the listing of 
current quotations. This last feature insures buying at 
the proper price. 

The sample page we have reproduced is an exact copy 
of a page taken at random from the book maintained by 
a small eastern hardware store. It illustrates clearly the 
information which is desirable in such a book. For ob- 
vious reasons, fictitious sources of supply are shown. A 
complete explanation is given below the illustration. 

Out in Bloomfield, N. J., a prosperous city of 30,000, 
suburban to New York City, this price book is a very 
essential record in the retail store at 10 Moulter Place, 
conducted by Willard Kehoe. For six years Mr. Kehoe 
has been selling hardware in Bloomfield, and his ideas on 
this system of recording prices are interesting, and typical 
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of the dealer who is striving to efficiently operate a 
medium sized store in a small city. “I secured a Harp- 
WARE AGE Prick Book quite some time ago,” said Mr. 
Kehoe, “and I think that it is a very necessary part of 
my business. It gives me an opportunity to prepare ac- 
curate selling prices, and has already proved its worth 
when reordering. To my mind, every retail dealer 
should keep some price record, and I find that this price 
book, when kept up to date, will save me many dollars 
at the end of the year.” 

Realizing that Mr. Kehoe was speaking for the small 
city dealer, we approached F. R. Zundel, head of the 
R. W. Zundel hardware store at 47 Whitehall St., New 
York City. This store, located in the heart of the ship- 
ping district, a stone’s throw away from the famous 
Aquarium, secures much of its volume from sales of 


marine hardware. “The HARDWARE AGE PRICE Book,” 
said Mr. Zundel, “is one of our very important records. 
We have so much use for our book that we recciitly 
secured another binder and 100 extra sheets in order to 
split our records. Items from A to J are to be found in 
one volume, and K to Z in the other. Both are filed in 
an accessible place in our office. We have found that 
our price books help us when reordering, they tell us 
where we secured our last order, and what our selling 
price should be,—in order to make a necessary profit.” 

For the convenience of dealers, the HARDWARE AGE 
Price Book is furnished in a substantial, inexpensive 
loose-leaf binder, with 50 sheets. Refill sheets in lots of 
100, and additional binders in any quantity are avail- 
able. Sheets are easily removed from or added to this 
binder. 


Educational Display of Sheet Glass Shown by 
Leitz Hardware & Paint Co. 


HEET glass for win- 

dows is now produced 

in much greater quanti- 
ties than was possible several 
years ago, due to the intro- 
duction of new methods and 
machinery. The processes 
employed and the materials 
used are not. generally 
known to the public. Real- 
izing this, the Leitz Hard- 
ware & Paint Co., 44 South 
Third Street, Minneapolis, 
Minn., recently arranged an 
educational sheet glass win- 
dow display. 

In the center of the display 
on a sheet of glass were 
shown the materials used in 
making glass, including salt 
cake, silica sand, arsenic, soda 
ash, cullet and lime. <A case 
of sheet glass was shown at 
each side of the display with 
a sheet of glass partly protruding from the case. Photo- 
graphs and pages from magazines were used to show the 
various processes employed in the manufacture of the 
glass. 

The show card in the window which advised passersby 
to replace cracked or broken glass and the card stating 
that the Leitz company sold and set glass, were splendid 
helps toward the effectiveness of the window. The dis- 
play included many items, such as glaziers’ points, putty 


and putty knives, glass cutters and related items. 

Glass departments in retail hardware stores are often 
located in the back of the store away from the customer's 
view. Many customers do not know that their hard- 
ware dealer carries glass because they do not see the 
stock. If you want to sell more sheet glass—plan a win- 
dow display. Manufacturers and jobbers will be willing 
to cooperate with the dealer, furnishing the raw ma- 
terials, photographs and advertising matter. 








Are you a retail hardware salesman? Turn to 
page 62 and learn of the opportunity offered 
you to win one of three cash awards 
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Plumb Gives Reasons for 

Jobber-Dealer Distribution 
Fayette R. Plumb, Inc., Philadelphia, 
Pa., has recently sent out a letter to the 


trade reiterating the firm’s established 


president and General Manager David 


| Sarnoff will become executive vice-presi- 


dent, Jcseph L. Ray is the new  vice- 
president and general sales manager, and 


Dr. Alfred N. Goldsmith is vice-president 


| and chief broadcast engineer. Col. Manton 


policy of not selling its prcducts to catalog | 
| eral attorney. 


houses and chain stores. In the letter is 
expressed the firm’s belief that the largest 
distribution of tools has been and will 


continue to be through legitimate hard- | 
ware channels—manufacturer to jobber to | 


dealer to consumer. 


Commenting on the announcement, Fay- | 


ette R. Plumb, president of the firm, says: 
“\Ve want to make it clear that we did 
not adopt this policy merely because we 
consider that the hardware jobber and the 


| R. 


Davis is the new vice-president and gen- 


Miss Neva Dell Ross Joins 
The Irwin Auger Bit Co. 


Miss Neva Dell Ross, formerly of the 

H. Barker Hardware Co., Pontiac, 
Mich., has joined The Irwin Auger Bit 
Co., Wilmington, Ohio, as sales promo- 


| tion manager. 


hardware retailer are our friends through | 
associations built up during the more than | 


70) years of business relations, or because 
of any pressure or persuasion from these 
friends, but simply because we believe 


thoroughly that from the hardware jobber | 


to the retailer is the most effective and in 
the long run, the most economical method 
of getting quality tools into the hands 
of consumers. 

“We realize that other channels may 
render satisfactory service, through mass 
production at the lowest possible cost of 
a few leading items to be sold on price 
alone. Good tools, however, can not be 
sold that way. 

“The expert knowledge of the indepen- 
dent retailer, gained from long experi- 
ence in judging what is really best suited 
to the wants of each individual customer 
is worth more to us than displays and 
price tags. We know it is good business 
for the wholesaler and the retailer to.give 
permanent satisfaction to their customers 
by selling them tools of superior quality, 
instead of weakly yielding to the price 
appeal stimulated by displays of chain and 
catalog houses. 

“The establishment of chain stores by 
the catalog houses has brought this matter 
before us in a shape where it cannot be 
dodged. We must take one side or the 
other. The business of the hardware job- 
ber is more desirable to us, not only be- 
cause it constitutes more than four-fifths 
of the total volume and is of a more per- 
manent character than individual orders 
placed with the lowest bidder, but also 
because, with the increase in the number 
of stores in each chain system and _ the 
establishment of large numbers of such 


Stores by catalog houses, separate ship- | : - d 
S ‘ P wre proximately 15,000 names, which had been 


ments to each of these stores in retail 
quantities constitutes a jobbing function, 


the expense of which is hardly realized by | hee al am 3 a ie} 
the manufacturers who accept all these | “CP “2ere appeared an interesting article | 
total | regarding the work of Miss Ross in the | 


We know that we can- | 


Separate orders even 
large quantities. 


though they 





NEVA DELL ROSS 


came to the R. H. Barker 
an 


Miss Ross 
store in December 1924 from 
position in a dry goods store. 
with a_ general 


perience, but 


Mr. Barker. At the end of the first year 
of Miss Ross’ employment, sales had in- 
creased 56 per cent over 
year. About a year ago the concern re- 
ported an up to date mailing list of ap- 





| 3: 


office | 
She had | 
no previous hardware or even selling ex- | 
business | 
training she actively took charge of the | 
writing of sales and collection letters for | 


the previous | 


| secured through the efforts of Miss Ross. | 
In the May 5, 1927, issue of HARDWARE | 


not do a jobbing, business for anyone at | 
as low a cost as can a well-equipped job- | 


ber. 


We expect, therefore, to continue to | 


rely upon them to distribute our goods to | 


retail stores.” 


R. C. A. Announces Promotions 


The board of directors of the Radio 
Corporation of America, 233 Broadway, 
New York City, at a recent meeting ap- 
Proved of the following promotions. Vice- 


Barker organization. 


The Connors Hoe & Tool Co. 
Discontinues Business Jan. 1 
The Connors Hoe & Tool Co., Colum- 
bus, Ohio, manufacturer of forks, 
rakes and hooks will discontinue business 
on Jan. 1, 1929. The Held Tractor Co., 
taken over by The Connors Hoe & Tool 
Co. some time ago, will also discontinue 


he es, 


| business on the same date. 


| chines 


Committee on Ways and Means 
Announces Tariff Hearings 


The Committee on Ways and Means 
of the House of Representatives, prelimi- 
nary to a general tariff revision, announces 
that it will hold hearings in Washington, 
D. C.. beginning on Jan. 7, 1929, fcr the 
benefit of those who wish to testify and 
suggest changes in the tariff. 

The hearings will be conducted in Room 
321 of the House of Representatives Office 
Building. They will begin at 10 a. m. and 
Those desiring to testify should 
apply to the clerk of the committee, 
Clayton F. Moore, at least one day prior 
to the date of hearing in order to be as- 
signed time on the program for that day. 
The committee will seek to recognize wit- 
nesses who are qualified to give first-hand 
knowledge, and in order to avoid duplica- 
f arguments, it is suggested that 


2 $i s%a. 


tion of 
those who have the same problem to pre- 
sent agree, if possible, upon one repre- 
sentative to present their views. 

The hearings their 
follows: 


and dates are as 


Chemicals, Oils, and Paints—Jan. 7, 
eS 

Earths, Earthenware, 
Jan. 10, 11. 

Metals and Manufactures of—Jan. 
15, 16. 

Wood and Manufactures of—Jan. 17, 18. 

Sugar, Molasses, and Manufactures of 
—Jan. 21, 22. 


Tobacco and Manufactures of—Jan. 23. 


and Glassware— 


14, 


Agricultural Products and Provisions— 
Jan. 24, 25, 28. 

Spirits, Wines, and other Beverages— 
Jan. 29. 

Cotton and 
Feb. 1. 
Flax, Hemp, Jute, and Manufactures of 


Manufactures of—Jan. 30, 


| —Feb. 4, 5. 


Feb. 6, 7, 8. 
HE, 32. 
14. 


Wool and Manufactures of 
Silk and Silk Goods—Feb. 
Papers and Books—Feb. 13, 

Sundries—Feb. 15, 18, 19. 

Free List—Feb. 20 

Administrative and Miscellaneous—Feb. 
23. 

Washing Machine Distributors 

Organize in Pittsburgh, Pa. 

H. E. Smyers, of the 
Hardware Co., Pittsburgh, Pa., 
of seventeen Pittsburgh men who recently 
gathered the Hotel repre- 
senting companies handling washing ma- 
Pittsburgh. Practically every 


Logan-Gregg 


was one 


Roosevelt 


in 


in 


organization was represented at this meet- 


| efficient handling of 


ing, which was organized to expedite the 
the many problems 
confronting the washing machine industry. 

The outcome of this first meeting was 
the formation Washing Machine 
Group, sponsored by the Electric League 
of Pittsburgh. W. 
ager of.the League, is chairman of 
group. Mr. 
hardware trade. 


of a 


Harry Ewald, man; 


the 


Smyers. is representing the 

















HARDWARE AGE for DECEMBER 20, 1928 








C. L. Gairoard Addresses 
North Jersey Association 


C. L. Gairoard, sales manager of J. Wiss 


& Sons Co., Inc., Newark, N. J., addressed | 


the Dec. 11 meeting of the North Jersey 
Hardware and Supply Association upon 
the subject, “The Changes in Merchan- 
dising Methods and What They Mean to 
All of Us.” This meeting was held in the 
Down Town Club, ‘Newark, N. J., and 
was well attended. 

Mr. Gairoard touched upon the merchan- 
dising methods employed by chain store 
organizations and ccmpared them with 
those followed in the average independent 
retail hardware store. He answered sev- 
eral questions at the close of his talk. 





Cc. L. GATROARD 


H. A. Cornell, Ludlow & Squiers, Inc., 
conducted the question box discussion, 
which is always a most interesting part 
of the meeting. It was announced that 
the Jan. 8 meeting would feature the elec- 
tion of officers for 1929. 


John McCutcheon Passes On 


John McCutchen, veteran hardware 
dealer of Tarrytown, N. Y., passed away 
at his home in that city on Dec. 5. His 
death resulted from a severe heart attack. 

Mr. McCutchen was born in Peekskill, 
N. Y., 60 years ago and entered the hard- 
ware trade in Tarrytown when about 20 
years of age. He was a member and 
founder of the Cramer & McCutchen Co., 
retail hardware distributor in Tarrytown 
and an active member of the Westchester 
County Hardware Dealers’ Association. 

He is survived by his widow. 





E. S. Woodland Now With 
Salt Lake Hardware Co. 


E. S. Woodland, for the past 14 years 
manager of the Montana Hardware Co., 
Butte, Mont., has resigned his position and 
joined the Salt Lake Hardware Co., Salt 
Lake City, Utah. He will fill an execu- 
tive position in the sales department of 
this jobbing house. 

Mr. Woodland has been actively identi- 
fied with the hardware business for many 
years and has a large acquaintanceship 








throughout the Western States. The Salt 
Lake Hardware Co. has four branches, 
travels 60 men, and has between 350 and 
400 people in its employ. 





John E. Kelley Retires from 

Simonds Saw & Steel Company 

John E. Kelley retires as general sales 
manager of the Simonds Saw & Steel Co., 
Fitchburg, Mass., on Dec. 31, 1928, after 
having been associated with that organ- 
ization for the past 33 years. 

Mr. Kelley started in as a salesman 
in 1895, and was advanced to branch man- 
ager and then to general sales manager 
and secretary of the company. He has 
traveled extensively all over the world in 
the interests of Simonds’ saws, files, and 
machine knives. 

Mr. Kelley plans to take a few months’ 
rest at his Florida home, 740 Beach Drive, 
St. Petersburg, Fla. 


Freed-Eisemann—Freshman Co. 
Merger Now Completed 


Successive directors’ meetings of the 
Chas. Freshman & Co., Inc., 240 West 
Fortieth Street, New York City, and the 
Freed-Eisemann Radio Corp., Brooklyn, 
N. Y., held recently have caused the elec- 
tion of officials of both concerns to the 
directorates of each, thus completing the 
final step in the unification of the two 
companies, which was begun in October. 

C. A. Earl, president of the Chas. Fresh- 
man Co., at the conclusion of the directors’ 
meeting of that company announced that 
Jos. D. R. Freed and Arthur Freed had 
been made directors and vice-presidents in 
the Chas. Freshman Co. 

Jos. D. R. Freed, president of the Freed- 
Eisemann Radio Corp., after a meeting of 
his directorate announced that five direc- 
tors of the Chas. Freshman Co. had been 
elected to the board of the Freed-Eise- 
mann firm. The five are Mr. Earl, W. J. 
Keyes, Millard Tompkins, Edgar Miller, 
and S. P. Woodard. Mr. Earl also be- 
comes chairman of the board. 

A formal statement, signed by Mr. Earl 
and Jos. D. R. Freed, states that the iden- 
tity of both organizations will remain un- 
changed—that both the Freshman and 
Freed-Eisemann lines will be manufac- 
tured and sold as heretofore, and that this 
combination of two of the leading radio 
manufacturers will add materially to the 
strength of each and will make possible 
a greater and more comprehensive service 
to the trade and the consumer. 


Bernard Pauwen & Co. Move to 
9 South Clinton St., Chicago 


Bernard Pauwen & Co., manufacturers’ 
representatives, have moved from 620 
North Springfield Avenue, Chicago, to 
larger and more convenient quarters at 
9 South Clinton Street, Chicago. 

The company is carrying a larger stock 
in the new location for the benefit of 
the trade. 


| 





Schwartz Tells Brooklyn Men 
of Better Business Standards 


More than forty members of the Brook- 
lyn Hardware Association attended the 


| Dec. 13 meeting of that organization, held 








in the Johnston Building, Brooklyn, N. Y. 
President Edward F. Daily called the 
meeting to order at 8.30 p. m. and the 
routine business of the evening was quick- 
ly carried out. 

Leon Schwartz, Patterson-Sargent Co., 
Long Island City, N. Y., was introduced 
as the speaker of the evening. In his talk 
on “Better Business Standards,” the speak- 
er reviewed many of the problems of the 
retail dealer from the viewpoint of the 
salesman calling on the retail trade. He 




















LEON SCHWARTZ 


emphasized the need of clean and perfect 
sidewalks, eye-catching window displays, 
and proper illumination. Mr. Schwartz 
spoke of the extra effort exerted by re- 
tailers when buying and the seeming lack 
of special effort in selling merchandise. 
“If every hardware dealer would spend as 
much time and money trying to sell his 
goods as he does to buy them,” said Mr. 
Schwartz, “he would have more money in 
his bank account and less on his books, 
and chain stores would not cause him the 
worry that they now do. 

“Did you ever stop to notice the amount 
of space given over in the hardware deal- 
ers’ office to catalogs, price lists and pur- 
chase ledgers? The books that will tell 
you how much you have bought of every 
item in your store, last week, last month, 
last year or over a period of years? The 
manufacturers today selling files, station- 
ery, computing machines, etc., for buying 
systems and buying efficiency, tell me that 
they are doing a tremendous business. 
Where is the space in the office devoted 
to books, files, etc. for selling systems 
and selling efficiency? I have never seen 
them and don’t believe you ever have.” 

Mr. Schwartz was tendered a rising vote 
of thanks by the association for his 
address. 

H. A. Cornell, chairman of the Enter- 
tainment Committee, reported favorably 
on the Metropolitan Association Annual 
Banquet, which will be held on Jan. 16. 
He urged the members to reserve the 
date and make up their tables well m 
advance. 
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Pittsburgh Dealers Discuss Stock 
and Business Control 


The advantages of business control in 
the hardware trade were very graphically 
presented by Glenn W. Pearce, assistant 
secretary Pennsylvania-Atlantic Seaboard 
Hardware Association, at a meeting of the 
Pittsburgh Retail Hardware Dealers’ As- 
scciation, held at the Roosevelt Hotel, 
Pittsburgh, on Friday evening, Dec. 7. 

As a companicn feature was an equally 
interesting presentation by Frank A. Heg- 
ner, Hegner Hardware Co., Sewickley, 
Pa., former president of the Pittsburgh 
association, of the plan followed by his 
company and others of merchandise con- 
trol. There was not only a representative 
attendance of the hardware retailers of the 
Pittsburgh district, but also of the Pitts- 


burgh jobbers and a number of their road | 
salesmen, who were present by invitation. | 


Mr. Pearce brought with him a gen- 
erous supply of the business control work 
sheets and of the forms used in planning 
a year’s business, and providing space for 
both estimated and actual experience in 
expense, sa’es and purchases. These were 
distributed among those present, and with 
Mr. Pearce acting as the teacher, oppcr- 
tunity was given for everyone to go 
through the exercise of working out the 
plotting of a year’s business. He con- 
cluded by offering the actual experience 
of a hardware retailer who has been “in 
the red” but who had elected to try to 
increase sales rather than cut expense. 
Sales failed to increase as expected, and 
when a cut was made in expense there 
was immediate change for the better in 
the relation of cost to sales, and it, was 
Mr. Pearce’s belief that the dealer would end 
the year with a margin on the right side. 

Mr. Hegner’s talk grooved nicely into 
that by Mr. Pearce. 
merchandise control plan supply quickly 
the amount of the various items in stock, 
but also was a handy reference as to costs 
and selling prices. He pointed out. that 
in his own store a girl was employed to 
receive telephone orders, and this was 
slow work, when the girl was obliged to 
consult infrequently revised price catalogs 
and to interfere with the work of others 
in making inquiry as to the price of this 
or that article. 


Arthur Perkins, Sales Manager 
California Hardware Co. 


Arthur Perkins, who recently resigned 
the management of the hardware depart- 
ment of Barrett-Hicks Co., Fresno, Cal., 
has been appointed sales manager of the 
California Hardware Co., Los Angeles. 

Mr. Perkins was born in England and 
spent his early years in Canada. He en- 
tered the hardware business as an order 
clerk with Farwell, Ozmun, Kirk & Co., 
St. Paul, Minn. From this connection he 
became affiliated with several firms, in- 
cluding the Cass-Dameral Co., the Cali- 
fornia Hardware Co., Pacific Hardware 
& Steel Co., and the Barrett-Hicks Co., 
which he has owned and managed for the 
past 13 years. 


Not only did the | 





Harry A. Pratt Advanced by 
Wilcox, Crittenden & Co. 


Harry A. Pratt has recently been ad- 
vanced to the position of assistant general 
manager by the Wilcox, Crittenden & Co., 
Inc., Middletown, Conn. Mr. Pratt has 
been affiliated with the ccmpany for more 
than 20 years. 

Henry Hanson is the company’s new 
factory manager. 


John Shann Vice-President 
D. G. Baldwin & Co., Inc. 


John Shann has been elected vice-presi- 


dent and treasurer of D. G. Baldwin & Co., | 


| 
| 
| 
| 


Inc., 41 Murray Street, New York City, | 


manufacturers’ agents covering the Atlan- 
tic Seaboard territory from Boston, Mass. 





JOHN SHANN 


to Washington, D. C. Among the well 
known manufacturers represented by this 
organization are Kokomo Steel & Wire 
Co., G. F. Wright Steel & Wire Co., Rey- 
nolds Wire Co., and Spargo Wire Co. 

Mr. Shann is well known among the 
jobbers and retailers in this territory and 
brings to D. G. Baldwin & Co., Inc., a 
wealth of practical knowledge gained 
from an extensive and successful career 
as a hardware executive. 

For the past eleven years Mr. Shann 


has been vice-president of Chas. J. Smith | 


& Co., Jersey City, N. J., and prior to that 
was associated with Masback Hardware 
Co., New York City, both jobbers. 





Phoenix Horse Shoe Co. Buys 
Three Horse Shoe Plants 


The Phoenix Horse Shoe Co., Joliet, 
Ill., has purchased the Bryden-Neverslip 
Co., New Brunswick, N. J.; the United 
States Horse Shoe Co., Erie, Pa., and the 
American Horse Shoe Co., Phillipsburg, 
N. J. The purchase of the three com- 
panies becomes effective Dec. 28, 1928. 

Geo. T. Larson, Bert F. Fowler, J. W. 
Redmond, and C. I. Lennon of the Bryden- 
Neverslip sales organization will continue 
to serve the trade for the Phoenix com- 
pany. 

Ross R. Harrison, general manager, and 
Ellis R. Northrop, manager of sales for 
the Bryden-Neverslip Co., have not an- 
nounced their plans for the future. 
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W. Ogden Coleman Again Heads 
Toy Manufacturers of U. S. A. 


W. Ogden Ccleman, of the American 
Fiyer Mfg. Co., Chicago, Ill, was re- 
elected president of the Toy Manufacturers 
of the U. S. A. at the close of its Twelfth 
Annual Convention, held recently in New 
York City. W. C. Lehman, The Lehman 
Co. of America, Cannelton, Ind., and C. A. 
Tornquist, Mason & Parker Mfg. Co., 
Winchendon, Mass., were elected vice- 
presidents for 1929. H. D. Bowie, I, 
Horsman Co., New York City, was elect- 
ed treasurer, and Fletcher D. Dodge was 


_ 


reelected secretary. 
The board of directors is now com- 
posed of: 


TERM EXPIRES 1931 
(NEW MEMBERS) 


H. D. Bowie, E. I. Horsman Co., New 
York City. 


| C. W. Hord, American Crayon Co., San- 








dusky, Ohio. 


ee J. Seitz, Auto-Wheel Coaster Co., 


North Tonawanda, N. Y. 

James Taylor, The Miller Rubber Co., 
Akron, Ohio. 

TERM EXPIRES 1930 

W. Ogden Coleman, American Flyer Mfg. 
Co., Chicago, Il. 

Charles E. Graham, Charles E. 
& Co., Newark, N. J. 

R. B. Munday, Dayton Friction Toy Co., 
Dayton, Ohio. 

H. C. Turner, Parker 
Salem, Mass. 

TERM EXPIRES 1929 

I. P. Gassman, Arcade Mfg. Co., Free- 
port, Ill. 

W. F. Hafner, Hafner Mfg. Co., Chicago, 
Ill. 

W. C. Lehman, The Lehman Co. of Amer- 
ica, Cannelton, Ind. 

C. A. Tornquist, Mason & Parker Mfg 
Co., Winchendon, Mass. 


1929 SUMMER MEETING 
COMMITTEE 


I. P. Gassman, Chairman. 

J. B. Forbes, John Lloyd Wright, Inc., 
Chicago, Ill. 

Tom C. Graham, The “Embossing Co., 
Albany, N. Y. 

George Heisler, The Toy Kraft Co., Ash- 
land, Ohio. 

J. S. Lehren, The Wolverine Supplv & 
Mfg. Co., Pittsburgh, Pa. 


Graham 


3rothers, Inc., 


The retiring officers of the association 
are Leslie Martin, American Mig. Co., 
Falconer, N. Y., vice-president; C. E. 
Thompson, Structo Mfg. Co., Freeport, 
Ill., vice-president, and B. E. Fleischaker, 
Fleischaker & Baum, Inc., New York City. 
treasurer. 


Rudd Covers Ohio and Michigan 
for The Alliance Mfg. Co. 


C. A. Rudd is now covering Ohio and 
Michigan for the Alliance Mfg. Co., Alli- 
ance, Ohio, on the Doo-Klip line. Mr. 
Rudd’s permanent address is 3064 Berk- 
shire Road, Cleveland, Ohio. 
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General Market News 








Heavy Christmas Trade Reported 


Throughout the Country 


NEw YorRK, Dec. 19.—Practically all important market centers 
report this year’s Christmas holiday trade to be exceptionally good. | 
The Yuletide season finds American workmen well employed and 


the agricultural districts in a prosperous condition. 


Large sums of 


money recently released by the increasingly p»pular Christmas 


Clubs are having their effect upon the hardware trade. 


Jobbers 


and manufacturers are taxed to the utmost to fill orders. 
As the year draws to a close, the indications are that 1928 will 
show a favorable total of business when compared with previous 


years. 


The outlook for continued good business during the winter 


months is encouraging, as the present industrial fabric is sound. 


Prices are continuing firm and fairly steady. 


What changes are 


noted are tending to slight advances. 


Collections are fair. 


Nails and Wire Prices Up 
10 Cents Per 100 Pounds 

New prices, effective immediately, have 
been announced on wire and nails, show- 
ing advances of 10 cents per 100 Ib., or 
$2 per ton. An interesting feature of the 
new schedule is that the prices are nomi- 
nated as those “to carload buyers.” Pre- 
viously quotations have been in “jobbers’ 
carloads,” to which an extra 10 cents per 
100 Ib. has been added on what are called 
“retailers’ carloads.” As the new prices 
are regarded as only 10 cents per 100 Ib. 
above those recently in effect, it is evident 
that the mills have adopted a plan of 
quoting merely the retailer’s carload prices 
as a comparison between what have been 
regarded as the regular carload prices and 
the new prices discloses an advance of 
20 cents per 100 Ib. Orders are being 
accepted on the new schedule for ship- 
ment for the first quarter of 1929 deliv- 
ery, with specifications acceptable for ship- 
ment as desired until March 31 next. No 
change has been made in woven wire fence 
prices nor in wire rods. 

The market on all steel products is con- 
sidered very strong, with the prospects for 
1929 exceedingly encouraging. 


Department Store Sales Volume 
Unchanged for Year 1928 


Department store sales were in about 
the same volume in November, 1928, as 
in the corresponding month a year ago, 
according to preliminary reports received 
by the Federal Reserve System from 462 








stores cn Dec. 9. Compared with the pre- 
ceding month, average daily sales in No- 
vember showed a seasonal increase. 

Increases in sales for November this 
year over November, 1927, were reported 
by 195 stores, and decreases by 267 stores. 
Stores in four Federal Reserve districts— 
New York, Richmond, Chicago and Dallas 
reported larger sales than during the 
corresponding month. Substantial de- 
creases were shown for the same period 
in the Philadelphia, Minneapolis, Kansas 
City, and San Francisco districts. 

Sales of two mail-order houses were 
20.3 per cent larger, and those of eight 
five-and-ten-cent chain stores 7.6 per cent 
larger than in November last year. Changes 
in the volume of business of both mail- 
order houses and chain stores reflect in 
part an increase from month to month in 
the number of retail outlets operated. 





Last Week’s Prices Average 
Was 97.1 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced Dec. 9 that the previous week’s 
wholesale commodity prices, based on 
Dun’s quotations, averaged 97.1 per cent. 
The November average was 97.5 per cent. 
The purchasing power of the dollar was 
103.1 cents on a 1926 basis of 100 cents. 
The November average was 103.1. 

Crump’s index for the same week on 
the revised 1926 level was 93.0. The 
November average was 92.4. 

The Italian index on the revised 1926 
level for the week ended Nov. 24 was 75.9. 
The average for November was 75.8. 











Toy Production Shows Gain— 
Imports on Steady Decline 


According to a report by the specialties 
division of the Department of Commerce, 


Washington, D. C., American manufac- 
turers of toys are supplying a greater pur- 
tion of the toys used in this country. It 
is stated that while the demand for toys 
is steadily rising, imports of toys show 
an equally steady decline, suggesting that 
foreign toys are being replaced by do- 
mestic products. 

Trade estimates place the value of the 
toy output of the United States this year 
in the neighbcrhood of $90,000,000, the 
department said. During the first nine 
months of 1928 imports of toys were 
valued at $3,226,000, a drop of 6 per cent, 
as compared with nine months in 1927. 

“Purchases from Germany, by far our 
largest source of supply, dropped 9% per 
cent,” the report states, “while imports 
from France, Austria and Belgium regis- 
tered marked declines. On the other hand, 
American imports from Japan, the United 
Kingdom, and Czechoslovakia increased as 
compared with the first nine months of 
1927.” 

Exports of American toys during the 
same period were valued at $2,195,000, a 
figure slightly lower than that of the cor- 
responding period of 1927. 





Building Permit Survey Shows 
Decline for 1928 


Bradstreet’s preliminary report of build- 
ing permitted for at 143 cities shows a 
total value for November of $179,412,348, 
as against $232,815,963 a year ago, a de- 
crease of 22.9 per cent, this decrease com- 
paring with a gain of seven-tenths of 1 
per cent at 204 cities in October over a 
year ago. 

New York City building for November 
totaled $52,832,513, as against $68,999,452 
in November a year ago, a decrease of 
23.4 per cent, while the total outside of 
New York City at 142 other cities is 22.7 
per cent smaller than a year ago. 

For eleven months, expenditures total 
$2,978,129,108, as against $3,062,863,314 a 
year ago, a decrease of 2.7 per cent. 





Wholesale Price Index Unchang- 
ed; Week Ended Dec. 8 


Prices of commodities during the week 
ended Dec. 8 declined so slightly as not 
to change the index, according to the 
wholesale price index of the National 
Fertilizer Association. The chief changes 
were advances in butter, cheese, eggs and 
potatoes, which was seasonal, and declines 
in cotton, corn, cattle, tin, rosin and gaso- 
line. 

Based on 1926 as 100 and 453 quotations, 
the index stood at 94.3 for the week ended 
Dec. 8, the same as a week ago. 
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Holiday Lines Doing Well in Pittsburgh— 
Staples Somewhat Slower as Year Nears End 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, DeEc. 18.—Holiday goods continue to do well, but 
some retailers report sales of holiday goods to be slow in getting 
under way. Money seems to be plentiful and it is commonly be- 
lieved that this year’s Christmas business is going to be big. Dull- 
ness in staple lines is probably accounted for by the fact that re- 
tailers do not want to add to their stocks with the inventory-taking 


time so close at hand. 


Jobbers have begun the revision in resale prices to conform to the 
new wire products schedule recently issued by the manufacturers. 
The new price of nails is $3, base, per keg, as compared with $2.90; 
a corresponding advance in other products except woven wire frame 
is necessary to bring about harmony between mill and jobbing 


prices. 
metal. 


Soldering coppers have caught the advance in the base 
New prices are out on galvanized sprinkling cans; the small- 


er sizes are down 10c. to 50c. as compared with the past season, but 


there is no change in the cans of larger capacity. 
No special improvement in collections is observed. 


higher. 


Sales beams are 





ALARM CLOCKS.—Jobbers find the 


demand still good and sales reaching | 


satisfactory volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Plain Luminous 

Dial Dial 
Ee ee $2.29 $3.16 
eee 2.29 3.16 
PEN. “Sn crcescctess 1.05 1.58 
Sleep Meter ......... 1.40 2.10 
MEME | ois c wcagsineaie,e .76 2.46 
Ingersoll ..... $1.05 to 2.24 $1.55 to 3.09 


AUTOMOBILE ACCESSORIES.—De- 
mand is expending for anti-skid tire 
chains and continues in active in anti- 
freeze radiator liquids. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pair and over (one_ shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, 
Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Sales are not equaling the November 
rate, but are fairly satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield Balloon eon and Tubes. 


-—Casings—— Heavy 
Heavy Duty 
Regular Duty Tubes, 

Size 4 Ply 6Ply Each 

19 in.—27x4.40 $7.20 ok $1.40 
21 in.—29x4.40 7.60 $9.50 1.50 
21 in.—30x4.50 8.45 11.05 1.60 
19 in.—28x4.75 9.15 peat 1.65 
20 in.—29x4.75 9.55 <<ee 1.70 
21 in.—30x4.75 9.95 Bios 1.75 
19 in.—29x5.00 9.90 er 1.75 
20 in.—30x5.00 10.20 ope 1.80 
21 in.—31x5.00 10.65 oe Oa 1.85 
22 in.—32x5.00 11.75 xe’ 1.90 
18 in.—28x5.25 11.10 er 1.85 
19 in. —29x5.25 11.55 — 1.90 
20 in.—30x5.25 11.90 13.85 2.00 
21 in.—31x5.25 12.25 14.35 2.05 
18 in. —28x5.50 12.30 melee 2.20 
19 in.—29x5.50 12.65 14.80 2.25 
20 in.—30x5.50 ne 15.65 2.35 










18 in.—30x6.00 Pars 15.75 2.25 
19 in.—31x6.00 cece 16.25 2.30 
20 in.—32x6.00 ee 16.55 2.40 
21 in.—33x6.00 SEs 17.10 2.55 
22 in.—34x6.00 waa 17.80 2.50 
23 in.—35x6.00 18.55 2.55 
18 in.—30x6.50 19.15 2.50 
19 in.—31x6.50 19.55 2.60 
20 in.—32x6.50 19.80 2.70 
21 in.—33x6.51 20.40 2.85 
18 in.—30x6. 20.30 2.85 
20 in.—32x6.75 21.40 3.15 
21 in.—33x6.75 22.15 3.20 
20 in.—34x7.30 30.30 3.45 
Mansfield High Pressure Tires and 
Tires: 
Heavy Heavy 
Duty Duty 
Cords Tubes 
Size Kach Each 
oe ee ae $5.85 $1.20 
30x3%4 Extra Size Cl 7.05 1.30 
ge a. Seer 8.85 1.30 
DUP ereigs' se cass leguees 10.05 1.60 
Oe ae 11.10 1.90 
SRS ees ay eee 11.80 2.00 
WEE ei'dd.e tas ee oe caoebid 12.40 2.05 
ESS eer ts 12.95 2.30 
| a err reser 15.55 2.35 
BN. sacs Nek tax aus 16.20 2.45 
7, eee rer ee 16.70 2.50 
fe err errs ee 17.85 2.70 
A es eC 18.40 2.80 
SES ee wie $219 wine a he 21.15 3.20 
PE rrr era i 3.40 
BATTERIES. — Demand is_ steady 


rather than active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 
Packages Packages 

se Me Wis we wes ed se-ee $2.22 $2.06 
Sa eran 3.20 2.97 
(a SR eee 2.06 1.92 
ME Ser 3.00 2.80 
De. SR” eeahanvanes 6avs 1.32 1.14 
| obs 6 Ge soe 64 6 42 .39 
Se. aes 1.05 x i 
I . MeO er nee 1.40 1.30 
(RR Le Ae ee 1.40 1.30 
et. . SSE eee 2.06 1.92 
ee, pee Ee Oe 1.93 .79 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

a —No. 935, 6%c. each; 
No. 950, 6446c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 13%c.; No. 791, 13c. 
se's7 Shot.—No. 1461, $1.67; No. 1661, 


BOLTS, NUTS AND RIVETS.—Pres- 
ent prices and discounts have been re- 
affirmed for the first quarter. Jobbing 
business is only moderately active. 


JOBBERS’ QUOTATIONS TO RE.- 
- TAILERS, F.O.B. PITTSBURGH: 


Boits.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 60 per cent off 
list. 

Rivets.—Large, $3.50 base per 100 


pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Business 
still is called good for the time of year. 
Prices are very firm on steel goods and 


| the advance in brass goods is holding 
| rigidly. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 x 3 in., $18.50 per 100 pair; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 


8 in., $3.40; 10 in., $5.40; light strap, 
— screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair: 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair: 
4 in., $12.60. 

Hasps. ~Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 

per doz.; 4% in., $1.14; 6 in., 


97e. 
1 


' oarage Sets.—Swinging hinges, 10 


, $3 per set. 
covets GOODS.—Prices are very 
firm on copper wash tubs and tea ket- 
tles, with a fairly good demand noted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Wash Boilers.—No. 8, 14 0z., $44.40 
per doz.; No. 9, 14 oz., $48 

Tea Kettles. — No. 38, $19.80 per 
doz.; No. 39, $21.40. 


CHRISTMAS TREE HOLDERS.—This 
line is having its usual demand sea- 
sonal to this time of year. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

2 in., $8 per doz.; 3 in., $13.20 per 
doz.; No. 12, $6.50 per doz.: No. 14, 
$7.50 per doz.; No. 16, $9 per doz. 


DOOR MATS.—This line usually does 
a little better at this time of the year 
than at other seasons and this year is 
no exception. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 
Cocoa, $8 to $15 per doz., according 


to size; wire, 154% x 23% in., $1 each; 
18 x 30 in., $1.50; 22 x 36 in., $2.15; 
35 x 48 in., $3.33. 


ELECTRICAL GOODS.—Holiday ac- 
tivity in electrical household appliances 
is of the usual large proportions. 


GALVANIZED SPRINKLING CANS. 
—Prices for next year have been an- 
nounced. The smaller sizes are lower, 
but former prices hold on those of 
large holding capacity. 


JOBBERS’ QUOTATIONS TO RE- , 
A casera F.0.B. PITTSBURGH: 


4-qt 5.50 per doz.; 6-qt., $6.50; 
8-qt., Le 20; 10-qt., $8.40, 12-qt., $9.60; 
16-qt., » I 
GAME ee continues 


very active and sales indicate another 
very satisfactory year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Victor, No. 0, $1.10 per doz.; No. 1, 
$1.38; No. 1%, $2.44; No. 2, $3.36: 
jump, No. 0, $1.59; No. 1, $1.83: coil 
spring, No. 1, $1.28: Gibbs, 2-trigger, 
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$5 per doz.; single grip, No. 1, $1.88; 
No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 
HOLIDAY GOODS.—Sales of silver- 
ware, Community plate, water sets, 
etc., are all good. 
PAINTING SUPPLIES.—Business is 
rather slow, but prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-Ib. lots; 10 per cent less in 
lots of 500 lb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 78c. per gal. in barrel 
lots; raw linseed oil, 12.1c. per Ib. 
in barrel lots. 
SCALE BEAMS.—New and _ higher 
prices have been announced. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. PITTSBURGH: 
200-Ib., $2.40 each; “‘- Ib., $4; 400- 
lb., $4.75; 600-1b., $6.5 
SKATES. — Holiday ‘buying affords 
some stimulation to demand. There 
has been no weather cold enough in 
these parts to freeze natural skating 
areas. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
Winslow line, No. 38%, $1.50; No. 38, 
$1.60; No. 38, rubber-tired, $2.50 per 
pair. 
ice Skates.— Winslow line, No. 2110, 
65c. per pair, same L. S., $1.12; No. 
2120, $1.20; same, L. S., $1.50; No. 
2140, $2.20; same, L. S., $2.50. 
SOLDERING COPPERS.—Prices are 
higher in keeping with the higher base 
metal market. Jobbers now quote re- 
tailers, f.o.b. Pittsburgh, 34c. per lb., 


base. 








| WEATHER STRIPPING.—Seasonally 
good demand continues. 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0O.B. PITTSBURGH: 
| Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $2 6 per 1000 ft.; cushion, 
all felt, No. 18, $2.40 per 100 ft.; No. 
19, = 85 per 100 ft.; > No. 20, $3. 25 per 
ft. 


100 

Burfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per carton of one 
| door set. 


WINDOW VENTILATORS. 


still are good in this territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Continental, metal frame, No. 833, 


— Sales 


$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 


1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4. 50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. V1549, 
$7.80. Prices are per doz., net. 
cae E. metal frame. No. 01, 

0 " le 
1, $5.20; No. 2, $5. 60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8. 40. Prices are 
per doz., net. 


Schumacher, wood frame _ sheet 
steel, No. 831, $2.75 per doz., No. 
1137, $4.50. 


Wurldsbest.—All metal, No. 2, $2.50 
each; No. 3, $3; No. 4, $3.50; No. 5A, 
$4; No. 6A, $4.75; No. 6B, $5; all list, 
subject to dealers’ discount of 33% 
per cent. 


WHEELED TOYS.—Christmas buying 
creates some extra sales. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Coaster Wagons.—Oriole Flyers, 
$3.75 each; Auto-wheel speeders, No. 
32, $4.35; No. 36, $4.75; No. 40, $2.25; 
| Bull Dog, No. 292, $4.15; Pioneer Steel 
Racer, No. 50, $6.50; No. 52, $7. 














Holiday and Seasonal Lines Active, 





Scooters.—No. 103, Ft .75 each; No. 
127, $3.63; No. 144, 
Yo. a "39 each; No. 


Automobiles.—No._ 108, $4.75; No. 
170, $6; No. 171, $8; No. 125, $9.50; 
No. 159, $10.75. 

Sidewalk Cycles.— No. 11, $12.50 
each; No. 100, $18. 


WIRE PRODUCTS.—Jobbers are re- 
vising resale prices to conform to the 
recently announced higher mill prices. 
The mill advance was $2 a ton and in- 
cluded all products except woven wire 
fence. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 











per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage....... $3.05 $3.50 
No. 10 3.10 3.55 
No. 1 3.60 
No. 12 3.70 
No. 13 3.85 
No. 14 4.05 
No. 15 4.30 
No. 16 4.45 
Bar bea wire (per. 80- rod spool): 
| ee | Sa Fee $2.97 
NS | aA OE ere oe 18 
ee ae er 43 
POGUE SEED alo.ckepyissce as 2.0% 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
Bo eS eee eee cre $39.80 
So DORAN Ae ae rghit Be 55.80 
ag MET Or Teo rer pee 27.70 
OR Non Sais toad aes ae hie 37.00 
| SE re A eee ents pariee reg 
Le SSS erent 
No tak and rabbit (No. 14 sige) 
ND aoe ee 
BNO. BOER. ieee e 8%ds sees SOU adNS Ke rH 00 
PAO BEOG, sae ce coe tanedeenss vaees 49.50 
Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
SE Pee ec eT a ae 
| 6 - RS Se eee 55c. each 38c. each 
| eS 65c. each 40c. each 
4 RES ERS ee 45¢e. each 
| 


Bright nails, base per keg, 





Says Atlanta Report—Prices Remain Steady 


(Atlen a office of HARDWARE AG£) 


ATLANTA, GA., DEC. 18.—Atlanta jobbers continue to be busy in 


meeting the demand for holiday merchandise. 


Toys, wheel goods, 


electrical appliances, silverware, guns, sporting goods, cutlery and 
tools have been very active for the past few weeks and the dealers 


are no doubt prepared to meet the 
and well balanced stocks. Colder 
sale of seasonal merchandise. 
ness and with favorable conditions 


usual holiday rush with complete 
weather has also stimulated the 


Agricultural lines report fair busi- 


ahead. 


No important price changes have been noted since the last report 
and collections are reported as being very satisfactory. 





AUTOMOBILE ACCES SORIES.— | 
Business has been rather dull; how- 
ever, sales on tires and tubes have been | 
stimulated by the recent price reduc- | 
tion. There have been reductions on 
the Mansfield line varying from 2% to 
5 per cent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Champion X spark plugs, 45 cents 
each. Champion Blue Box spark 
plugs, 53 cents, 1% in. Rose cylinder 
pumps, $1.85 each; No. 1 os 
pumps, $1.75. Weed and Rid-O-Skid 
chains, list less 30 per cent; 12 to 49 
pairs, 35 off; 50 pairs or more, 40 off. 








AXES.—Good business is reported and 
jobbers’ stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Single bit, first quality, unhandled, 
14.75 per doz.; first quality, handled, 
19.25 per doz.; single bit, second 
quality, unhandled, $13.50 per doz.; 
single bit, second quality, handled, 
$17 base. 
AIR RIFLES.—Holiday buying has 
stimulated activity and is being met 
with well assorted stocks. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Single shot No. 12, $12.00 per doz.; 





| No. 20, $7.20; 350 shot No. 11, $16.00; 
500 shot No. 30, $20.00; 1000 shot No. 
3, $24.00; pump model 25, $40.00; 
military model No. 40, $40.00. 
5 cent tubes steel air rifle shot, 
$3.25 per 1000; lead, $3.50; 10 cent 
tubes, lead, $4.30 per 1000. 


| BATTERIES.—Orders have shown a 
| steady increase, with prices firm and 
| stocks full. 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0.B. ATLANTA, GA:: 


| No. 485, $2.06; No. 486, $2.97; No. 
722, $1.92: No. 770, $2.80; No. 768, 
$1.14; No. 774, 39 cents; No. 763, 97 
cents; No. 766, $1.30; No. 779, $1.30; 
No. 767, $1.92; No. 762, $1.79. 

No. 6 dry cells, ignition type, unit 
packages, 32% cents each. 

Flashlight, No. 935, 64% cents each; 
No. 950, 6% cents; No. 790, 13 cents; 
No. 705, 19% cents; No. 750, 13% 
cents; No. 791, 13 cents. 

Hot Shot, No. 1461, $1. 67; No. 1661, 
$2.37. 
| BOLTS, NUTS AND RIVETS.—Show 
| only fair demand, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. Stove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag 
bolts 60 per cent. Rivets, large, $4 
base per 100 lb. Small wagon rivets 
at 60 per cent. 

































CHOPPERS.—Business in this line is | doz.; No. 04, 


fair and prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 1 food choppers, $19.20 per 
dozen; No. 2, $23.36; No. 3, $30.00; 
No. 323 meat chopper, $2. 30 each; 
No. 333, $3.90; No. 304, $6.15; No. 


ey $7.50; No. 344, $10.00; No. 345, 
CORRUGATED ROOFING. — Good 


business is reported and stocks are ade- 


quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 


COAL TONGS.—Orders for this com- | 


modity still show fair business. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 45 coal tongs, $3 doz.; No. 25 
coal tongs, $4 doz.; No. 214 coal 
tongs, $3.50 doz. 


FIRE SHOVELS.—Continue to move 
in fair volume and jobbers’ stocks are | 


complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 7 fire shovels, 7-16 x 24, $3 doz.; 
No. 80 fire shovels, 7-16 x 24, 60c. 
doz.; solid steel union, $4.50 doz.; No. 
25 galvanized, 20 in., 75c. doz. 


FIRE POKERS.—Business is fair and 


jobbers report full stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 10% pokers, 4% x 20, 85c. doz.; 
No. 10 pokers, 4% x 20, 85c. doz.; No. 

10 pokers, % x 26, $2 doz. 
FIRE GRATES AND GRATE BAS- 
KETS.—Good movement is noted and 
the demand is being met with full 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Fire Grates.—Three piece grates, 
including frame, basket and ash 
screen, 14 in., $3.25 each; 16 in., $3.75; 


18 in., $4.25; 20 in., $5.25, less 30 per 
cent. 
Grate baskets, round or square 


front, 14 in., $1.00 each; 16 in., 

18 in.. $1.20; 20 in., $1.40, net. 
JUVENILE VEHICLES.—There has 
been a heavy demand for this line 
brought on by Christmas buying. Prices 
remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 108 automobiles, $4.20 each; No. 
109, $5.75; No. 107, $5.15; No. 111, 


$1.05; 


$4.40; No. 119, $6. 90; No. 114, $7.25; 
No. ‘18, $7. 25: No. 125, $8.65; No. 
127, $10.00; No. 120, $10.50; No. 174, 
$12.25; No. 122, $13. 50; No. 138, 
$15.00 No. 175, ca 75: No. 144, 


$20.50: No. 178, $25 


Velocipedes, ’No. Wr, $2.20 each; 


No. 0E, $2.00; No. 1E, $2.15; No. OE, 
$2.40; No. 5E, $2.38; No. 6B, $2.60; 
No. 7E, $3.00; No. 16, $4.95; No.. 17, 
5.25; No. 21, 5; No. 32, $7.75; 
No. 40, $5.75: No. 41, $6.25; No. 42 

$9.30; 


No. 56, $7.85; No. 57, $10.00; No. 76, 
$9.75; No. 77, $12.25. 


Scooters, No. 102, $2.00 each; No. 
132, $2.20; No. 131, $2.50; No. 109B. 
3.00. 


Hand cars, No. 10-3-8, 
No. 11%, $3.75; No. 111, 
211%, $4.75; No. 221, $6.25. 

Coaster wagons, 03, a each; 02, 
$2.40; 01, $2.75; 31, $4.75. 


$3.35 each; 
$4.50; No. 


All steel wagons, No. 25, $1.95 
each; No. 26, $2.30; No. 27, $3.15. 
Bull Dog _ coasters, No. 292, $3.75 


each; Speed Hound, No. 293, $3.50; 
High Speed, No. 290, $4.9 

Steel racers, No. a. ‘5 40 each; 
No. 60, $6.25; No. 65, $7. 

Sidewalk cycles. No oe 
each; No. 9, $9.50: No. 10, $10.50; Ne 
10R, $14.00; No. 21, $11.75; 5 
$15.25; No. 11, $10. 75; No. 11B, $15.00. 


Tot’ walkers, No.'115, $2.40 each 
No. 125, $3.10; No. 130, $2.60; No 


131, $3.60; No. 135, $4.75. 











Express wagons, No. 18, $6.25 per 


$10.65; No. 02, 
| No. 1, $18.25; No. 3, $21.90. 


$12.80; 


Toy wheelbarrows, No. 5, 


$5.00 per 
doz.; No. 6, 


$7.00; No. 7, $9.50. 





| a discount of 25 per cent from list: 

| JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 

| W. B. 
WB Farmers Friend, 


30y Dixie plows, $3.75 each; 
$4.67; WB Lit- 
tle Giant, $4.67; Georgia Cracker 
| garden, $3.33: plain spring tooth cul- 
| tivators, $5.25; Little Joe harrows, 
| $4.42; 50-tooth drag harrows, $21.35; 
| $24.60; 39-tooth weeders, 
| 7- -knife Stalk cutters, $52.40; 
Dow Law cotton 
planters, ; pre guano distribu- 
tors, $8.00; gene guano, $8.00; 
Georgia stocks, 4% in. ft., $2.33; 5-16 
in., $2.38; 3-8 in., $2.48; Universal 
stocks, bent foot, $2.53; welded foot, 
$2.68. 

Georgia stock handles No. 
per dozen; extra long No. 1, 7 
rough straight plow handles, 41, 
feet long, $3.62 per sing'e dozen. 


60-tooth, 
$13.75; 
9-knife, 





is $8. 00 
mo: 


ROPE.—Business is reported good and 


| prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton.—Cotton rope is quoted at 
28c. to 36c. per pound. 

Manila.—%, and larger, 25ec. per ib.; 
54, 26c. per Ib.; %, 27c. per lb; %&, 
28c. per Ib.; 5-16, 29c. per lb.; 4%, 29c. 
per Ib. 


SAWS.—Demand has 


improved and 


shows fairly good business in this line. 


JOBBERS’ piety TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
“Simonds” cross cut, saws.—No. 13, 
514 ft., $6; No. 13, 6 ft., $7; No. 324, 
5Y ; No. 324, 6 ft., $7; No. 22, 
51% ft., $8; No. 22, 6 ft., $7; 6% ft., 
ea No. 22, 7 o, wee: No. 325, 51% 
$6; No. 325, 6 $7; No. 325, 6% 


rt. $8.10; No. gon” 7 t:, $9.20: No. 

0214, 5% ft., $3.20; No. 0214, 6 ft., 
$3.45; "No. 200, 5% ft., $4.50; No. 200, 
6 ft., : 

“Atkins” cross cut saw.—No. 5, 
5 ft., $5.40; No. 5, 5% ft., $6; No. 5, 6 
ft., $7; No. 5, 6% ft., $8.10; No. 4, 5 
ft., $5.40; No. 4, oie ft., $6; No. 4, 6 
ft., $7; No. 4, 6% $8.10; No. 225, 5 
ft., $4.91; No. 335, ‘uy ft., $5.41; No. 
225, 6 ft., $5.85; No. 225, 616 ft., $6.35; 


No. 12, 5 ft., $5.10; No. 12, 5% ft., $6; 
No. 12) 6 ft, $7; No. 8, 5% ft., $6. 
STOVES.—Good business is being en- 
joyed and heaters especially show brisk 

activity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list: 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 oo 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Neseco stoves and repairs take 30 
per cent discount. 

Perfection.—Oil range, white porce- 
lain with built-in oven—No. 339 with 
5 Superfex burners, $143; No. 279 
$123; No. 169 Range, black and gray, 
$100.00. Stoves—No. 74, 4 burners, 
$31; No. 73, $24.25; No. 72, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31: No. 
43, 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline).— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves.—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on 
stoves. 






Perfection 


PLOW GOODS.—Fairly good business | 
is reported on plow goods and prices re- | 
main firm. The prices following carry 


| 
| 
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Ovens, Perfection.—No. 211, 1 bur- 
ner, plain door, $2.60; No. 211G. glass 
door, $2.85; No. 122G, 142G, 2 burner, 
glass drop door, $6. 70. 

Puritan.—No. 42G, 2 burner, glass 


drop door, $5.75; No. 12, 2 burner, 
steel drop door, $5.50. 

Dealers’ discount on Perfection and 
Puritan ovens the same as on Per- 
fection stoves. 

Heaters, Cast lron.—Hot blast, No. 
12, low, $11.35 each; No ¥ $12.10; 
No. 12, regular, $12.65; No. , $15.00; 
No. 16, $7.60; No. 18, $20.00. 

Box heaters for wood, 18 in. 


long, $3.75 each; 22 in., $5.35; 25 in., 
$6.05; 28 in., $7.15; a in., $8.15; 34 


in., $10.50; 36 in., $11.70 
Common coal he saters, No. 44, $3 a 
each; No. 55; $4.45; No. 66, $5.2 


; Joe heaters, extra heavy sec- 
tion, No. 31, $14.15 each; No. 32 


Heaters, sheet iron, 17 in., 
$1.35 each; 20 in., $1.75; 24 in., 
_Wicks.—Oil Stove Wicks. 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discount the 
Perfection stoves. 


lined, 


Same as on 


Perfection. — Portable kerosene- 
burning room heaters, No. 1686, 


green porcelain, 
No. 1526, 


Pyrex 
black japan, 


globe Sit: 
Pyrex globe, 


$10.25; No. 1530, black drums, nick- 

eled trimmings, $9.50; No. 525, black 

drums and trimmings, $7.50. 
Dealers’ discounts the same as on 


Perfection stoves. 
STOVE PIPE.—Demand 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Smith Multi.—29 ga. 5 in., $12.25 
per 100 yd.; 6 in., $13.00 per 100 yd.; 
7 in., $15.00 per 100 yd.; 7 x 6, $16.00 

per 100 yd. 
Elbows.—One piece corrugated 5 
35; 5% in., $1.40; 6 in., $1.50: 


is fair and 





Sales show fair 


steady demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


GaN, ep ireck hasten canes. 664 Paes $62.50 
7-10-2 Fe wand cerca stew eh akeyeh 69.40 
a So Re er ree ree 71.25 
q-8-1 geen sea sis eaeimenernia Reda oe a 
BM ial incga Bin nla e axa xi Egaseiaete 7.75 
PERGRD sa seardgtavnenigeueretew as 148. “00 


TRAPS.—Have been selling good and 
prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

Victor No. 0C, $1.10 per doz.; No. 
IC, $1.38 per doz.: No. 114C, $2.24 per 
doz.: No. 2, $3.36 per doz.; No. 3, $5.49 
per doz.; No. 4, $6.71 per doz. 

Cage mouse traps, $4.50 per doz.: 
rat traps, $8.75; No. 2, $11.50. 

Victor flap mouse traps, 25c. per 
doz.; rat traps, $1.00; 4 hole wood 
choker traps, $1.25 per doz. 


WIRE PRODUCTS.—Continue to show 
a slow movement and prices remain 
steady and unchanged: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Plain Smooth Wire Black Galvanized 
Gage Per 100 Ib. Per, 100 Ib. 
2 We Rd i Sioa ew acinar $3.50 $4.00 
9S dha ka a eae swe 3.55 "4.05 
it SRE had need en 3.60 4.10 
(Se re ee eee me 3.65 4.15 
De ein od ek ee aa 3.90 4.45 
ee eee 4.20 4.85 
Barb Wire.—Per 80- rod spool: 2- 


point light cattle, $2.50; 2-point light 


hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 


$7.85: 1446-12%, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T”’ galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; “T” galvanized, 6% ft., 65c. 
each; formed painted, 45c. each: ‘‘T”’ 
galvanized, 714 ft., 70c. each: formed 
painted, 50c. each: “T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each, 

Wire Screen.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.: 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 
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Cincinnati Jobbers and Retailers Report 


Heavy Christmas Trade—Prices Steady 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Dec. 18.—December has been a fairly good month 


for local hardware jobbers. 


The volume of business compares 


favorably with that in the same period last year, and indications 
are that the year will close with total bookings for the 12 months 
close to the level of those in 1927. 

There is much in the present situation which is encouraging. 
Agriculture in this district has substantially improved its position 
so that its buying power has been enhanced. Manufacturing estab- 
lishments in Cincinnati and in cities neaydy are operating at a high 
rate, giving employment to practically all of the population. Christ- 
mas savings funds, recently released by banks, are being poured 
into retail trade channels and the hardware merchant is feeling the 
stimulating effects of this buying movement incident to the Christ- 


mas holiday season. 


The heavy movement of electrical goods, as well as the unusually 
active demand for radios and radio tubes, has aroused the interest 


of the trade. 


Staple lines also have been selling well. 


Prices are showing stability, no changes in any items having 
been made in the past two weeks. 
mon wire nails may be increased, but any advance will not come 


for at least a short time. 


There is a possibility that com- 


The credit situation is hein in 


ANTI-FREEZE SOLUTIONS.—Busi- | 


ness has been brisk and the trade is | 


well supplied with 
In some cases replacement orders have 
been received by local jobbers. Prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Alcohol Glycerine.—In 1 gal. cans, 
$1.31 per gal., or $14 per doz. gal.; in 
5 gal. cans, $1.24 per gal. for one to 
three cans, $1.10 per gal.; for three to 
five cans, $1.07 per gal., for six or 
more cans; in 50 gal. drums, 75c. per 
gal., for from one to four drums: 92c. 
per gal. for five drums or more. 

Eveready Prestone.—1™% gal. cans, 
$3.08 per gal. or $3.60 per gal. in 
cases of 4 cans; 1 gal. cans, $3.80 per 
gal., or $3.60 in cases of 6 cans; % 
gal. cans, $4 gal., $3.80 per gal. in 
eases of 12 cans. 

lvo.—In 3% gal. cans, 
drums and in 55 gal. drums, 
per gal. 

Alcohol.—In 1 to 4 drums, 65c. per 
gal.; in 5 to 9 drum lots, 63c. per gal., 
in 10 drum lots or over, 6lc. per gal. 

Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 

Alcohol in 1 gal. cans, 89c. per gal.: 
in case lots of 10 cans each, 87c. per 
gal.; in 5 case lots, 85c. per gal. 


AUTOMOBILE ACCESS ORIES.— 
While there is a moderate demand for 
winter items, tire and tube orders for 
spring delivery have lagged. Quota- 
tions are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 


in 30 gal. 
$1.80 


TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 

High Medium Low 

Grade Grade Grade 
IR gaaris lalla daca $11.25 $7.60 $6.10 
DED sveneaad 12.15 8.45 6.75 
a! eae 13.30 9.85 i 
Ee 13.80 10.20 8.40 
ca oo a 16.15 12.25 10.10 
eee 19.05 14.30 11.80 
eee 19.60 14.70 12.10 


its requirements. | 








High Pressure Cords 
RANE sass ey 4.80 
TR ck oe Bee 10.10 7.15 5.75, 
ee ye ae 11:25 9.30 
ere 14.15 11.75 9.70 
S2x4% 2. we 20,00 15.60 12.85 

Balloon Inner Tubes 

High Medium 

Grade Grade 

PORES fos bcecessaes $1.50 $1.29 
5 1.60 1.40 

5. 1.75 1.52 

5. 1.80 1.56 

5. 2.05 1.84 
Tere , 2.40 2.16 
ED ap wbowine wets 2.50 2.30 

High Pressure Tubes 
SP acres awk 1.05 
eee hes $0.90 
SES Se sae 1.60 1.41 
er ree 1.70 1.49 
EE ne re re 1.80 1.56 

Note.—The above prices’ are sub- 
ject to additional discounts on spring 
orders, 


BOLTS AND NUTS.—Movement of 
these products to the retail trade is at 
a normal rate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list: square, 
hexagon and tap nuts, 60 per cent off 


list. 

BUILDERS’ HARDWARE. — Activi- 
ties have somewhat subsided, but sales 
this year compare favorably with those 
of last year for the fall and early win- 
ter season. Building in Cincinnati is 
considerably ahead of the volume in 
1927. 


ota agai te pod TO RE- 
AILERS B. CINCIN wate, 21.7 
75 


_ 


‘“Saen Weights. —Sash weights 
per doz. ‘ 





Inside Sets.—Square bevel inside 


sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 1744c, per pair in case 
lots; sand blast brass finished butts. 
23c. per pair in case lots. 
BOYS’ WAGONS.—Demand for these 
goods has been heavy because of the 
holiday rush. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Bunny wagon, 85c. each; greyhound 
No. 483, $3.10 each; greyhound No. 
493, $2.85 each; greyhound No. 497, 
$3.75 each; greyhound No. 697, $4.45 
each; speedhound No. 293, $3.25 each: 
scooter No. 108, $1.15 each; scooter 
No. 109B, $2.60 each. 
COAL HODS.—This line has slackened 
as the season advanced, but fill-in or- 
ders still are filtering in. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Japanned coal hods, 17 in., $3.35 
per doz.; 18 in., $3.80 per doz.; dip 
galvanized coal hods, 17 in., $4.45 per 
doz.; 18 in., $4.85 per doz, 
FIRE SHOVELS.—This item also is 
slowing down on account of the late- 
ness of the season. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 
ELECTRICAL GOODS.—Reports from 
the retail trade state that the sales of 
electrical merchandise probably will ex- 
ceed those of any previous year. De- 
mand for Christmas tree lights -and or- 
naments is unprecedented. 


FLASHLIGHT BATTERIES. — Book- 
ings by local jobbers have been excel- 
lent and retail dealers are carrying 
well-rounded stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAIiLERS, F.O.B. CINCINNATI: 
2 cell baby flashlight battery, 13c. 


each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
each; small or large monocells, 6%4c. 
each. 

GUNS.—This hunting season has 


brought out a good movement of guns 
and ammunition. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Single barrel shot guns, $6 to $10.75 
each; double barrel shot guns, $13.50 
to $33.25 each; single shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


GASOLINE LAMPS.—There has been 
no change in this commodity. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 
Gasoline lamp No. 117, $6.50 each: 
No. 118, $7 each; No. 119, $8 each: 
gasoline lantern No. 220, $5.95 each: 
No. 228, $6.30 each; gasoline lamp 
No, C329, $5.50 each; No. P329, $12 
each; No. B329, $6.75 each; gasoline 
lantern, No, L327, $4.70 each. 


OIL AND GASOLINE STOVES AND 
HEATERS.—Business has held up well 
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and a normal amount of merchandise is | 
being shipped by local jobbers to the 


retail trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Oil Ranges. — Perfection in white 
porcelain with built-in ovens, No. 
339 with 5 Superfex burners, $140; 
No. 279, $120; Puritan, with white 
porcelain with built-in oven, No. 249, 
$122. 

74 Perfection, 4 


Oil Stoves.—No. 





burners, $29.50; No. 73 Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 


cent; on all net purchases, including 
and following $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will be 


paid, according to volume of busi- 
ness. 
Gasoline Pressure-Gas Stoves. — 


Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 
Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 
Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 
Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 
Oil Heaters. — Perfection 
kerosene burning room heaters, 


portable 
No. 


1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 


nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 
Note.—Discounts the same as 
Perfection stoves. 
Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 


-on 


list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 
High shelves for above, 2 burner, 


$5.65 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave_ wicks, 
doz. list; chimneys, 
each list; glass tanks 
$1.40 each list. 


$3 
complete, 
with 


per 
$2.50 
valves, 


Nesco stoves and repairs take 30 
per cent discount. 
PAINT SUPPLIES.—Sales have 


dragged in the past two weeks because 


of a seasonal lull. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ready mixed house paints, 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2 barrel 
lots, 68c. per gal.; white and red lead 
in 500 lb. kegs, 13%4c. per Ib. less 10 

per cent. 


2.75 


RADIO BATTERIES.—There has been 
no cessation in demand for radio bat- 
teries, trade having continued to be ex- 


tremely active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Net price Net price 


each, less eachin 


Stock No. 


Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
3 batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 35 
A batteries, No. 6 .40 35% 


unit pkg. unit pkgs. 





Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 


22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—tThe _ shortage 


in 


tubes is being relieved to some extent, 
although the supply is still far from 


adequate. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CINCINNATI: 


MX199 general purpose tubes, $2.25 


each; MV199 several purpose tubes, 
$2.25 each; MX201A general purpose 
tubes, $1.50 each; MX201B genera! 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 


amplifiers, $2.75 each; MXI71A power 


amplifiers, $2.75 each; MX2s0_ full 
wave rectifiers, $4.25 each; MX281 
half wave rectifiers, $7.50 each: 


MX226 amplifiers, MY227 


detectors, $4 each. 


$2.25 each: 


REGISTER SHIELDS.—This line con- 


tinues to move at a fair rate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Gem copper floor register, $12 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor regis- 
ter, $10 per doz.; Star japanned wall 
register, $5.20 per doz. 


per 


ROPE.—A few spring orders are being 
placed, but business in general is light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ocean Manila rope, per 
Sisal rope, 14c. per Ib. 


Ib.; 


221%4c 


ROLLER SKATES.—The demand for 
roller skates for the holiday season has 


been of large proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6. 
$1.43 per pair. 


ROOFING MATERIAL.—This item 
quiet at the moment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light standard, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c, per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%c.; in 5 Ib. cans, 949c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 


cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per lb.; in 10 Ib. cans, 6 


cans to the box, 7%c. per Ib. 


SANITARY PRODUCTS. — Sales 


- 
n 


of 


sanitary products have been holding up 


to a normal volume. 
and unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CINCINNATI: 


Desolvo special pipe cleaner, 10 oz. 


size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 


and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans. case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—0Oi! soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 


less than case 
case of 2 doz. 
gross lots, $2 


Prices are firm 
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| celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
| size, $9 per doz.; Window cleaner, 6 
| oz. size, $3.60 per doz.; same, 12 oz. 
| size, $5.40 per doz.; Presto Lustre. 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
| doz., and Dry Cleaner, 8 oz. size, 
| $3.60 per doz. 
Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 





doz. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 

Hercules boiler 
$1.50 each. 

Economy plumber, drain 
cleaner, $2 per doz. 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed 1, 2 and 3 dozen to a 
carton. The 2-lb. size is packed in 
1 and 2 dozen cartons 


SCREWS.—The schedule of prices re- 
mains undisturbed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CINCINNATI: 


liquid, quart cans. 


pipe 


Flat head bright screws, 60 and 5 
off list; flat head blue screws, 60 off 
list; flat head blue screws, 50 and 
10 off list; round head blue screws, 


50, 10 and 5 off list; round head brass 

screws, 50 and 2% off list; bright 

wire goods, 85, 20 and 5 off list. 
STOVE PIPE.—Fill-in orders are com- 
ing in at a fair rate. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CINCINNATI: 

Stove Pipe.—29 gage, u.c. crated 

pipe, 4 in., $10 per 100 joints; 29 gage 


u.c. crated pipe, 6 in., $12 per 100 
joints; 29 gage u.c. crated pipe, 7 in., 
$14.50 per 100 joints; 28 gage u.c. 
crated pipe, 6 in., $12.80 per 100 


joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 
Elbows.—U.c. elbows, 4. in., 
per doz.; 6 in., $1.40 per doz.: 7 
$1.85 per doz. 
STOVE BOARDS.—There is no change 
in this line. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Paper-Lined Stove Boards.—24 x 24 
in., $6.85 per doz.; 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.60 per doz. 
Wood-Lined Stove Boards. 24 x 
24 in., $11.40 per doz.; 30 x 30 in., 
$18.50 per doz.; 36 x 36 in., $25.50 per 
doz. 
VENTILATORS.—Business continues 
good, and the season as a whole has 
been satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Continental ventilators, 


95¢ 
in., 


wooden 


type, No. 923, $3.65; No. 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1149, $7.10, and No. 836, 


$3.35, all prices per doz. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90 and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80: No. 


03, $5.60; No. 1, $5.20; No. 2, $5.60: 
No. 3, $6.40; No. 4, $7.60, and No. 5, 


$8.40. 

doz. 
WEATHER STRIPPING. — Replace- 
ment orders are occupying the atten- 
tion of local jobbing houses. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 
1144, $24 per 1000 ft.; No. 4, $34.50 per 


All Diamond E prices are per 


1000 ft.; No. 7, $41 per 1000 ft. 

Wood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 17%, 
$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft, 


stripping, No. 
10, $28.50 per 
per 1000 ft 


All rubber weather 
9, $21 per 1000 ft,; No. 
1000 ft.; No. 11, $35.50 
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New England Shelf Hardware Jobbers 
Working Nighte to Keep Up with Orders 


Boston office of HARDWARE AGE) 


BOSTON, Dec. 18.—With Christmas pe a week ahead, New 
England retail dealers are pushing jobbers to the limit to supply 


required merchandise. 


Shelf hardware jobbers are working nights 


in an effort to keep up with orders, but so far there has been a 


small carry-over of business at the close of each day. 


To add to the 


confusion, there has developed a shortage of some kinds of mer- 
chandise, and it is doubtful if this can be overcome between now 


and Saturday night, or in time to help the retailer. 


The shortage is 


not due to any lack of foresight on the part of the jobber, but 
because of the inability of manufacturers to keep abreast with 


demands made on them. 


As is to be expected, the bulk of retail demands concern holiday 
goods and embraces practically everything from low cost toys up 


to bicycles and other comparatively high cost goods. 


It is certain 


that many retail dealers have been caught without certain kinds of 
merchandise wanted by the public; also that many are doing a 
much larger Christmas business than anticipated. Snows through- 
out New England have forced retailers into the market for such 
goods as sidewalk cleaners, ice creepers, storm window accessories, 


heater accessories, etc. 


The hardware market therefore is broad 


and jobbing and retail circles are more optimistic than they were 


a week ago. 


AUTOMOBILE ACCESSORIES.—Bad 
going has speeded up the movement of 
chains. Many retail dealers were 
caught out of stock, and jobbers have 
had to supply them on short notice. 
There is also an excellent market for 
anti-freeze preparations of all kinds, 
and some improvement is noted in the 
movement of car fittings as a result of 
public holiday buying. Comparatively 
little was done in tires and tubes the 
past week, according to jobbers. 


JOBBERS’ ap pint heneed TO RE- 
TAILERS, F.O.B. BOST 

Tires.—Mansfield line, Saeanisht side, 
30 x 3% in., $8. 85 each; 31 x 4 in., 
$11.10; 32 x 4 in., $11.80; 
eo 32 x 4% in., $15.55; 

, $16.20; 34 x 1% in., $16.70; 33 x 5 
in., $21.15; 35 x 5 in., $22.70. Discount 
5 per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 x 4.50 in., $8.45; 30 x 5.00 in., 
$10.20; 31 x 5.00 in., $10.65. Discount 
5 per cent. 


Tires.—Mansfield line, balloon, six 


ply, 30 x 4.50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5.50 in., $15.65; 
35 x 6.00 in., $18.55. Discount 5 per 


cent. 

Vashon oan line, 12 to the 
carton, 27 x 4.40 $15.60 per car- 
ton; 30 x 4.50 in., 8. Discount 10 
per cent. In Jess than carton lots, 
10c. per tube should be added to the 


cost. 
Tubes.—Mansfield line, six to the 

carton, 30 x 4.75 in., $9.90 per carton; 

31 x 5.00 in., $10.50; 30 x 5.25 in., 


$11.40; 29 x 5.50 in., $12.90; 30 x 5.50 
in., $13.50; 30 x 6.00 in., $12. 90: 31 =x 
6.00 in., $13.20; 32 x 6.00 in., $13.80; 
33 x 6.50 in., $16.50. Discount 10 per 
cent. In less than carton lots, 10c. 
per tube should be added to the list. 
Prestone.—In % gallon containers, 
$3. 80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal, containers, $3.60 for 
crate lots. Testers, $1.50 each. 


BARBED WIRE.—Jobbers have ad- 
vanced barbed wire 10c. to conform 


Collections are fair. 





with new lists just issued by mills. 
New prices follow: 
JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Barbed Wire.—Four- point, 80-rod 
reels, in car lots, $3.21 per reel; in 
less than car lots, $3.43. Catch weight 
reels, in car lots, $3.40 per cwt.; in 
less than car lots, $3.65. 
Cable.—Barbless, in car lots, $2.48 
per cwt.; in less than car lots, $2.65. 


BUILDERS’ HARDWARE. — Boston 
jobbers say a further advance in build- 
ers’ hardware is expected, but they are 
not prepared to give details. 


HOCKEY STICKS.—Last minute buy- 
ing of hockey sticks by retailers has 
assumed sizable proportions, and job- 
bers’ stocks have been materially re- 
duced since Dec. 1. Comparatively high 
priced sticks have sold better than low 
cost, say jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Hockey Sticks.—Boys’ favorite, $2 
per doz, net; Junior, $4; Expert, $6; 
youth’s special, $8; Professional, $12; 
Championship, $14; University spe- 
cial, $16; International special, $20; 
official goal, $24 


NAILS.—The long expected advance in 
wire nails has taken place. It amounts 
to 10c. per keg, and is the first one 
noted in many months. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Nails.—Wire, from store, $3.50 per 
keg base; from mill, in car lots, $2.75 
per keg base, f.0.b. Pittsburgh; in 
less than car lots, $3. Cement coated 
nails, in car lots, $2.75 per keg base, 
f.o.b. Pittsburgh; in less than car lots, 
$3. Cut nails, from store, $4.25 per 
keg base; galvanized cut nails, from 
stock, 8d. and smaller, $6.25 per 100 
Ib. base: larger sizes, $6.85. Mill ship- 
ments, 8d. and smaller, $5.75 base; 
larger sizes, $6.35. Hardened steel 
floor, direct shipments, $7.60 f.o.b. 








from store, $8.10. 

Western cut vane direct shipments, 

in less than car lots, $3.50. Tremont 

cut nails, direct shipments, $3.95 per 

keg, f.o.b. Wareham. 
RADIO GOODS.—AIll kinds and makes 
of radio sets have sold exceptionally 
well so far this month. It looks very 
much as though New England retail 
sales will establish a new high record 
this year. There is a shortage of all 
makes and kinds of tubes. Manufactur- 
ers report demand far in excess of sup- 
plies. Jobbers are far behind on deliv- 
eries. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Radio Tubes.—A.C. No. 226, $2.25 

each, list; No. 227, $4; No. 171, $2.75; 

No. 280, $4.25. Discount 50 per cent. 

No. UX112A, $2.75 each, list; No. 

UX171A, $2.75; No. UX226, $2.25; No. 

UX227, $4; No. UX280, $4.25. Discount 

35 per cent. 
RULES AND LEVELS.—Jobbers have 
been informed that an advance is com- 
ing on the Stanley line of boxed wood 
rules, but further than that they have 
no information. It is presumed new 
jobbing prices will be issued before the 
close of another week, however. 


SASH CORD.—Manufacturers of the 
leading brands of sash cord have ad- 
vanced prices 2c. per lb. Because of 
the Christmas rush jobbers have not 
changed their prices, but most likely 
will do so before another week passes. 
At the moment they are doing business 
on the following basis. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Sash Cord.—Samson, No. 7, 69c. per 
Ib. net; Nos. 8, ‘ and 10, 68¢c. Phoe- 
nix, No. 6, 48c.; No. 7, 46c.; Nos. 8, 9, 


10 and 12, 45c. Competitive, No. 7, 
37c.: No. 4, 38c. 


SHOVELS.—A decided increase in the 
volume of snow shovels moving out of 
jobbers’ stocks is reported. Many re- 
tailers found stocks entirely inadequate 
when public buying started, the result 
of snows, and have placed good orders 
with jobbers during the past week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Shovels.—Snow, Rugg line, 
long plain handle, round, $4.50 per 
doz. ; square, $5; split wood D handle, 
No. 78%, $5; iron D handle, No. 79, 
$5. Boss line, long handle, $4.75; iron 
eae $6; split wood D handle, 


.4o. 

Scoops.—Massachusetts, D handle, 
hollow back or strapped back, No. 2, 
$16 per doz. list; No. 3, $16.50; No. 4, 
$17.5); No. 5, $18. 25; No. 6, $19; No. 7, 
$19.75. Ames line, No. 2, 
doz. list; No. 3, $25. 45; No. 4, 
No. 5, $26.95; No. 6° . 
$28.45. For polished scoops add $2.20 
per doz. Discount 25 and 10 per cent. 

Spades.—Massachusetts, plain back. 
polished, No. 2, $17.50 per o, list; 
B, molder, polis ed, No. $17.50. 
Ames line, plain back polished spade, 
No. 2, $26.20 per doz. list; B, molder, 
polished, No. 2, $26.20. Discount, 25 
and 10 per cent. 


SIDEWALK CLEANERS.—In common 
with snow shovels there has been 4 
notable increase in retail buying of 
sidewalk cleaners. Jobbers have taken 


Wareham, Mass. 


Reading matter continued on page 48 
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Remingtons Fly From 
POLE TO POLE 


Here’s a tip for the hardware clerk who likes to make solid 
sales by adding all he can to the customer’s satisfaction in his 
purchase. 


Commander Byrd has taken Remington firearms, ammunition 
and cutlery on his trip to the South Pole. When he went to 
the North Pole he had Remington firearms and ammunition 
along, and a Remington gun was in the plane when Byrd and 
Bennett flew over the Pole. When Commander Byrd flew 
across the Atlantic he had a Remington Knife in his pocket. 


Your customers like a little friendly talk; and if you will 
add a few interesting bits of information about 
Remington Products when you sell them, you’ll 
sell more of them and you’ll sell more of 

everything else as well. 


A Payrsr2e, 


President 








REMINGTON ARMS COMPANY, Ince. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
© 1929 R. A. Co. 
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care of rush orders 


manner. 


in a creditable 


JOBBERS’ at pied TO RE- 


TAILERS, F.O.B 


Sidewalk Cleaners. — Wallingford, 
No. IC, 
$10.25; No. Z7, $3.60; No. 7C, $10.25. 


No. SC 57%, $8.65 per doz. net; 


SK ATES.—The holiday skate season is 
turning out much better than jobbers 


No. 99, $10.80 
No. 150, 


$20.40; 


Sleds.—Speedaway, 
er doz. net; No. 100, $12; 
$14.40; No. 200, $18; No. 250, 
No. 300, $25.20. Flexible Fliers, No. 
1, $2.50 each net; No. 17; No. 3, 
$4; No. 4, $4.34; No. 5, $5. 84. Racer, 
$4.34 each net. Racer, Jr., $3.50. 
Framed sleds, No. 52, $11. 40; No. 54, 
$17.40: Clipper, No. 33 $10.80; No. 4, 
$14.40: No. 6, $18. Baby meet Pay No. 
0, $10.80 each net; sleigh boxes, $43.20 
per doz. L ightning snow scooter, $24 


| have been very good. Many undoubted- 
ly will be given at Christmas to owners 
of automobiles, who also own their 
own garage. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Tool Boxes.—Union line, not cov- 
ered, No. N216, 16 in., $3.90 each list; 
No. N219, 19 in., $4; No. N222, 22 in., 
$4.20; No, N225, 25 in., 








anticipated. A month ago ice skates per doz. net. | 
Id mighty slow, but during the past anti |” Sebo nee ie We aie a 
sold mighty Siow, uring Pp STANLEY GOODS.—It has been inti- | $5. 80 _ get No. a. ae in, $6 1; 
ss : b 2 
Sunehie Gok: business has picked uP | mated to jobbers that prices on the | sg $7.16. — wick e 
pon eee QUOTATIONS ence Stanley Works goods will be advanced | "steel TOR No, 2014, 14 in. 35 
’ ° . says . eac ist; N in., $5: 
TAILERS, F.0.B. BOST approximately 5 per cent within the im-| 2019, 19 in., $5.25; 'No. 2022, 22 in., 
a Sicatee—Union line, “en pas mediate future. Details are lacking, | oo baci ilies Aa pein has 
5 - .36 per pair net; No. 5 * | | eel.—No. 4 in., 5 
$1.74; hockey an figure, $2.69: Cana” | but should be in hand before Jan. 1. each lst: No, 3036, 16 in, #4. 755 No, 
an hockey, No. " ; ae. T. -67; . 301 19 in., $5; No 5.25. 
ladies’, No. 52, 97c.; No. 5624, $1.17; STAPLES.—Galvanized fence staples, Above prices apply to Sanan with- 
No. 5624%, $1.49; No. 5724%, $1.92; in common with other wire products out trays. For boxes with one and 
é two trays there is an extra charge. 


children’s bob skates, 40c. 


SLEDS.—A blanket of a few inches of 
snow all over New England has worked 
wonders in the sled market. 
have been fairly buried with orders. 
To be sure, the retail dealer is ordering 
small amounts of stock, but there are a 
great many of them in the market each 


day for stock. 


JOBBERS'’ eg TO RE- 


TAILERS, F.O.B. BOSTO 


Jobbers 





TOOL BOXES. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Staples.—Galvanized fence, in 100 
lb. kegs, $6.25 per cwt.; in 10 Ib. car- 
tons, $7.50; in 1 Ib. papers, $8.50; in % 
Ib. papers, $9.25; in ™% Ib. papers, $11. 

Staples.—F.o.b. mill Pittsburgh, in 
ear lots, $3.45 per cwt.; in less than 
ear lots, $3.70. 





| have been advanced 10c. per 100 pounds. 
| Prices just issued follow. 


Sales of tool boxes 


Discount on less than crate lots, 30 
per cent; on crate lots, 33% per cent. 


WASH BOILERS.—Prices on tin and 
copper wash boilers have been advanced 
5 to 10 per cent by jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Wash Boilers.—No. 148, $44.40 per 
doz.; No. 149, $48; No. 9, $42; com- 
petitive, .60; tin, No. 81X' $23.90 
per doz.; No. 91X , $25.55; No. 81XX, 
$25.55; No. 91XX, "$27.20 








Suggested Resale Price Charts on Files 


Showing Approximate Cost Per Dozen at the Rate of 50/10 Off Standard List. 
Also Suggested Resale Price Per Each Piece. 


Part 1J—Compiled for Hardware Age by M. M. Godschalk, Bellaire, L. I., N. Y. 
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| 3 |3%1 4 |4ae] 5 | 54 | 6 9 | 10 12 14 15 16 18 20 : 
| Inch | Inch | Inch | Inch} Inch | “Inch | Inch | neh | | | toch Inch | Inch | Inch Inch Inch Inch Inch Inch 
Lead Float and Wood |——| 
er WS ae ee Sr Dc |... TO... e440)... 387-50 | 531-65 | 720-90 |........ 968-125 
Hif. Round ae Wore: Wore: STi Jevaee-|-+-+ B1S-40..... ./883-50).... 482-60 | 635-80 | 833-100)........ 1112-140 
Hand Saw ee voc. IB-DB).. 140-18)... 171-21)... (243-80) 
Double Ender... te 3 re EN Gh |158-18'176-21)198-24|221-27 | 270-40 
Cant Saw.. ae Pee ee |.....{212-30) 243-33 '275-36|288-42)..... 392-50 | 399-55 
Cabinet Files........).....).....[...... ere ne 365-50|..... 455-55]... 617-75 | 842-100|1116-140 
Cabinet Rasps 2nd Cut)... .)..000).0200) 00. ay 455-60)... . .|576-75]...... 788-90 |1026-125|1332-165 
Smooth........ ae ps ee veces ss» (526-70)... 1698-90}... 932-125] 1206-155| 1526-185 
Hf. Rd. Weed Rasps | | | 
Bastards... .. Se (AE Gens Be 2 365-45). 455-55)... :.|617-75 | $42-100/1116-140)........ 1481-175 
Smooth.......... ARE Shae ers ee © 455-55 1617-75)... 842-100|1116-140|1481-175)........ 1962-225 
Flat Wood Rasps | | | 
Bastards........ ae Cee eee .|423-55)......|576-75 | 787-95 |1044-130)........ 1386-165 
Smooth...... Co eh Deas ase PANO Oe '576-75|...... 787-90 |1044-125/1386-165)........ 1841-225 
Hd. Finishing 2nd Cut! fi ie vit | eA (eats ee en DEMIS RR tri y Dae TRY! [Dane aes 684-90 | 927-125 
Smooth.......... s eed feccsafescasrbeccesfreersfersccsfeerseabnennafeoesnes 729-95 | 977-135 
Shoe Rasps | = 
Flat and Hif. Rd..|.....|.. SIRES AEP Sete .|455~-55|549-70)617-85 
Planer Knife......... i ren» co Mapes .|288-37]...... 387-50 
Cross Cut...........]...-. SESS ee Wet We 275-35)... .|838-45]383-50/410-55 | 531-65 
Spl. Cross Cut.......|..... JP Be TR Bs 176-25 214-28|221-30)... 302-39 
Horse Rasps Plain 
Ss ae Fe aoe SRS ae. at Reale See |.......} 576-75 | 901-120} 941-125|1098-140|1481-165 
Slim 4% File-14” Stock|..... Pls i aid RS TS SOE RES RO ee See ree FE ees ers 968-125 
15” Stock|.....|.... ees TRUE CRI HERE Sia: MER IR BFE ‘Beer eee eet | ERTS SAI, 1166-150 L 
16” Stock!|..... | es ere (IS DR a Wee By Bone Fo Berets, Saree Pen SORE Mit Sse SRE: 1481-175 
Horse Rasps—Tanged | 2’ | 13s’ | 14” | 5° 16” 18” 20” 
oo Riaewetes Gi ee bee ae _jrse-95 | see 120| 1040-150] 1229-170] 1449-190 7 
Slim 13” Stock....|..... SRE ee BSS RS BEN” Roo Tears les Me vigtees ys soe 986-125 WE 
Se a ARSE Si Sa ARSE RP RE HERS RAY Binet DRSRRE Hepner bs ao aie 1134-150 sea 
(Sg AR RES OAE a a aaene Dat aeae Bare CS Tee Gh OT EES Ws ee 1337-175 
Thin—1.531"x.270".|..... Ss cele akon Dea, 720-90 
| SS AS a ee Be ee ee ee ee st 
1.750"x.280".|..... ee Sao |. | Eaten Metin: 986-140 
1.812"x.285".|..... Bee i et me 3 BA Cap! Se atey? ome 1134-160 
Ek gail ee Ree ee NES SE Re RENE Bees Bare baka Jez--g:-|--++++e ae 1337-175 
Flat Aluminum Files..|.....|..... | oe oe ated ete .|......|581-70 
Fist Aluminum Files..|.....|.....|.....41..ccecceelcees- a seers = eo ee | 720-90 ‘ 
Hand Brass Files.....|.....|..... eseass pene wee eee Joe... | 675-85 
Flat Armory Cut Files'.....!..... fis ot ae ee ame AOR RS ee CEE 599-75 | © HarDWaARE AGE 
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If you have anything to do with doors that slide 
—heavy doors or light ones—you know that 
the door-hangers run on metal tracks. If the 
track is wrong the doors don’t work properly. 


Richards- Wilcox door-hardware—hangers, brackets and 
track—is so well-made, so carefully and scientifically de-. 
signed, that when it’s properly installed it works right; 
almost never gives any trouble. We know it’s right. 


Lately we’ve been getting trouble calls; and when we 
send an engineer to straighten things out, he finds that the 
job has been “‘botched”’ by putting up some other track 
than ours. There are cheap substitutes being made, and 
sold to unwary buyers by dealers who care more for 
an extra profit than for an honest value to a customer. 


The hangers and brackets have our trade-mark and 
name stamped on them; so has the track we make. It 
isn’t a real Richards-Wilcox job unless our name is on 
the hangers, brackets and track. 


You’ll avoid trouble by being sure of our mark. 
Look out for any attempt to sell you anything 
else. The guarantee does not apply unless hang- 
ers, brackets and tracks are Richards-Wilcox. 


ichards-Wilcox Mfs. (0. 


V\ Hanger torany Door that Slides 
Cleveland Cincinnati Indianapolis ‘St. Louis New Orleans Des 
Sicepshe "Kenes Cr Los Angeles fan Pansies Omaha Seattle Beton 








New You: » » AURORA, ILLINOIS, U.S.A. 
RICHARDS -WILCOX CANADIAN CO..LTD., LONDON. ONT —_Wianipeg 
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VERY idea has a background of personal exper- 
ience. This idea had its root in two typical and 
very ordinary occurrences. 

First— 

The man at the tool counter in a prominent New York 
store was feeling talkative and showed himself willing 
to discuss the fads and’ foibles of men who buy tools— 
who drop in to buy a new chisel or studiously examine 
larger and more expensive equipment for home work- 
shops—drill presses and jig saws, for instance. 

“There’s something funny about masculine psychology 
when it comes to buying expensive tools—good tools. 
He loves them—he likes to handle them—he wants to 
possess them—to hang them up over his work bench 
where his hand will find them as the job demands. 

“But men have a deep-rooted inhibition when it comes 
to buying tools which they must take home and apolo- 
gize for. They hate to face the problem of explaining 
to feminine, non-understanding minds, the need and de- 
sirability of their purchase. 

“Why, will you believe it, I know of a well-to-do 
customer, who actually devises the most fantastic cock- 
and-bull stories to account for the tools he buys and takes 
home. I know for a fact that he has left tools out in 
the weather on his office window-sill, just so his wife will 
believe him when he tells her they were a gift from the 
building superintendent.” 

Second— 

A twelve year old giri—blonde, blue-eyed, typically 
feminine—watched her uncle carefully chisel a mortise 
in a piece of pine. 

She kept up a rapid-fire of comment which was ex- 
plained by her statement that she spent an hour every 
week using tools in her manual training class. 

“Oh, I just went to the Principal and told her that I 
didn’t want to “take” cooking and sewing—I wanted to 
“take” manual training. 

“She didn’t understand why I would rather saw and 
hammer and plane instead of spending a whole morning 
learning how to make fudge or sew an apron. But she 
finally let me. And then she had to allow four other 
girls to come into my manual training class. But I 
started it!” 

Can the readers of HARDWARE AGE put two and two 
together and make four? Here’s what seems to be a 
simple solution: 

Manufacturers of small lathes, drill presses, band 
saws, planing mills and the like, are finding a new mar- 

4 ket in home workshops—a market which to some ex- 

7 tent replaces that lost by the transfer of tool use from 
the erection job to factory. For example, the tool manu- 
facturer who formerly sold to the individual carpenter 
and cabinet maker, is now selling to the broker with a 
hobby for wood working, and thus partially, at least, 
filling the gap left by the change from on-the-job crafts- 
manship to standardized factory production. 

Although this new market has grown fast in the last 
two or three years, it doesn’t yet approach its potential 
volume—partly for the reason cited by the tool salesman 
quoted above. 

The manufacturer of tools has a problem of overcom- 
ing feminine disapproval. Can it be done? 








The first objective is the development of better fem- 


ee 


A Plea for Tools to Fit Milady’s Hand 


inine understanding—the creation of a sympathetic re- 
cognition on the part of the housewife of the need and 
fascination for the kind of tools that hubby buys. 

Tools have always had a-strictly utilitarian appeal. 
There has been no charm, no beauty, no lure, to attract 
the feminine eye—to intrigue her interest. But there 
can be! 

Paint the handle of a small cross-cut saw with a shade 
of blue that will match the kitchen cabinet. Decorate the 
handle of a petite claw-hammer with a cheerful decal- 
comania. Design new tools that will invite feminine at- 
tention and use. There are hundreds of possibilities. 

Then, when you have created a line of tools with fem- 
inine appeal—don’t laugh, there is such a thing—adver- 
tise them, feature them, display them in your general 
advertising and sales promotion. 

You are already saying—why we couldn’t sell enough 
of them to pay our advertising bill, Of course, you 
couldn’t! But—and it’s a big BUT. 

You will awaken the interest of Tom, Dick and 
Harry’s respective wives in the subject of tools. And 
once that interest is aroused—that sympathy created 
and the little girl with the manual training proves it can 
be created—then your problem of selling a larger vol- 
ume of really good tools, simplifies itself into one of 
getting the men into your stores to look at them. 

And that’s not so hard—about as difficult as attracting 
steel filings with a high-powered electro-magnet ! 


S. L. MEULENDYKE, 
Marschalk & Pratt, Inc. 


Are You Getting Your Share of the 
Basket Profits? 


\ i JHILE baskets are staple items, having a good 

year-around demand, the present call for baskets 

is larger than ever before, as they have recently 

come into more general use. The U. S. Department of 

Commerce reports that the total value of baskets made 

in the United States in 1925 was $16,658,060; in the 

short space of two years production shows an increase 

of 25.8 per cent, or a valuation of basket products in 

1927 of $20,957,734. Are you getting your portion of 
this business ? 

Baskets have always been considered a hardware line. 
There is no question about hardware stores being the 
logical source of the basket supply. The basket business 
has already proved a profitable adjunct to large numbers 
of hardware stores, but from our observations, it is evi- 
dent that many hardware merchants are overlooking a 
good bet when they fail to carry a complete stock of 
baskets. 

A fairly large selection entails comparatively small in- 
vestment, and a better than usual margin of profit from 
their sale. Most merchants who have capitalized on the 
basket demand have found that a fairly extensive stock 
is necessary to secure the best returns. Baskets, of 
course, are made in great variety, many different ma- 
terials being used. Colors may be either plain or 
variegated, and hundreds of styles and sizes are manu- 
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ERCHANDISE! 
_.MODERNIZE! 
WARRENIZE...! 


Dealers who use modern methods to sell hard- 
ware in 1929 will have a splendid and profit- 
able year. Join them. Bring your store up to 
date—step-by-step, if you wish—with Warren 
Sectional Display Fixtures. Warren-ize! 


DO THIS NOW: Send the coupon below for 
a suggestive floor plan by Warren Store Engi- 
neers showing what can be done. Make this 
your New Year’s Resolution. Act now! Then, 
when you take stock, begin the rearrangement. 
You will be clearing the old shelves anyway. 
It’s an excellent time to start the year right— 
the biggest year you ever had. 


J. D. Warren Mfg. Co., Chicago, Ill. 
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Some of the dealers who are now Warrenizing for 1929 profits are: 








rs Wilson & Grimes 
Cleveland, Ohio 

L. S. Hintermeier 
Buffalo, N. Y. 

Johnson Hdw. Co. 
La Grange, IIl. 


Abbott & Son 
Marshalltown, Ia. 
Okeechohee Hdw. 


Furn. Co. 


Okeechobee, Fla. 


O. C. Rector Hdw. 
a 
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Warren- 
hints } 
for the New Year 


Ll. Have a clearance sale to 
dispose of dead stock. 


2, Attract passers-by with 

frequently changed win- 
dow displays. Advertise in 
your local papers. 


3. See that your store inte- 

rior is fresh, clean and 
attractive. Study chain store 
methods. 


4, Adopt open display 
methods, using Warren 
Display Tables. 


5. Remove articles from 

original containers to 
permit customers to sell 
themselves by seeing and 
touching. 


6, Group related items 
prominently priced on 
Warren Display Tables. 


7. Wafrenize your store 
with wall fixtures. Be- 
gin with one section, if you i 
wish, adding a section at a 
time, until completely re- 
equipped. é 











An Installation of Warren 
Sectional Display Fixtures 


Waring & Wyche 
Madison, Fla. 


WARREN 








J. D. Warren Mfz. Co. 
208 W. Washington St., Chicago, Ill. 


We want advice without cost or obligation on organizing our store 
for bigger business. Please send: 


() Information Blank for 0 Display Table Folder 


Suggestive Floor plan 


C) Warren Fixture Catalog C) Nail Bin Counter Folder 

EP rer erEne ee Tee Se TUTTE PERE er 

Street Address 

eS er ee a eee igttbanan: Bes / ror e 
12-20-28 


| 
| Use This Coupon | 
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factured for every conceivable purpose. Use good 
judgment in choosing your stock. Consider the local 
use and demand for each type. A range of sizes in 
each'type makes it easy to meet individual needs, while a 
range of price will enable you to also fit every pocket- 
book. 

A practical stock of veneer, rattan and willow baskets 
for the average hardware store should include: clothes 
hampers, delivery baskets, clothes baskets, market bas- 
kets, lunch baskets, shoppers baskets, picnic baskets, 
waste paper baskets, and possibly auto refrigerator bas- 
kets, and fireplace baskets. These should be available 
in various sizes, and at least two qualities, high grade, 
and competitive, should be carried. After you have had 
time to “feel out” the demand, you may find it advisable 
to stock a few fancy baskets, such as fruit, candy, sew- 
ing or flower baskets, though you should go easy on 
these until you are positive about the demand existing. 

An all basket window display is somewhat of a nov- 
elty, and if a complete assortment is shown, it will create 
a very favorable impression on your prospective cus- 











tomers’ minds. If necessary, to fill up the window, use 
wire baskets, but have a window featuring nothing but 
baskets. 

You may feel that you don’t have space available for 
the display of baskets in the store, but one of the best 
methods uses space that otherwise would be unused. 
This method of display is accomplished by the simple 
expedient of stretching a wire in the same manner as a 
clothes line, with a turn-buckle at each end, from one 
wall of the store to the other, fairly close to the ceiling. 
Hang the baskets, by means of home-made wire “S” 
hooks, made to hook over the clothes line wire, and under 
the basket handle. A long pole with a “U” hook in one 
end can be used to remove and replace the baskets. 

Don’t put it off any longer. Get in the basket busi- 


ness, if only on a small scale at first. Unless your ex- 
periences are entirely different from those of other hard 
ware merchants, you will have no cause for regret. The 
demand is growing, do you want to grow with it? Make 
your store basket headquarters, then basket profits will 
make your pockets their headquarters. 










the dealer-reader. 


successful selling methods. 





Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 


ume, diversity and high quality, has great business value for 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 
give you many valuable ideas on salable merchandise and 
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Grinding Valves With Diamonds 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 





Editor, Clover Business Service 


I wonder how many who use Clover Grinding and Lapping Compounds 
know how they are made or what they are made of — 

The abrasive used in all Clover Compounds might be termed “man-made diamonds.” 

Man can’t make white diamonds commercially, but he has created what to all intents and 
purposes is a commercial diamond, so hard and so sharp 
that it is actually employed in cutting real diamonds. (WAN DON MAKE 

He has taken silica sand, coke, sawdust and salt, Fine wee Any, me 
mixed them in proper proportions, then applied enormous = 0 
heat by means of huge electric arcs, imitating what has 
been going on in the bowels of the earth where real 
diamonds come from. 

When this molten mass has cooked long enough, it is 
then cooled—forming great crystals which are broken 
up, first into chunks, then into grains. 

These grains are carefully graded through the most wonderful silk screens, which I 
would like to describe sometime. 


It must be plain, however, that the care and the extent to which this grading is 
carried determine the cost of production and the value of the product. 

These grains are then mixed in a special machine with a jelly which is called the 
“binder.” Great batches are mixed at a time, forming a smooth, velvety product of uni- 
form consistency which is put into cans, packed, sold—AND USED. 

The principal binder used to-day is petroleum jelly—not a distilled jelly like vaseline, 
which becomes liquid at almost body-heat—but a high-grade petroleum oil which has 
passed through what chemists term a saponification process, becoming a jelly possessing 
wonderful properties, probably the most important being that the melting point can be 
controlled, and thus pre-determined. 


The petroleum jelly used in Clover Compound will not melt or change consistency under 





300° F. This assures a mixture uniform under all climatic and working conditions— | 


a very important thing to the mechanic. 


If you would like a sample of Clover Compound, I’d be glad to 
send it—and if you have on hand a hi-speed valve job, ask for a 
sample of Clover Water-Mixed, too. 

















E. B. GALLAHER: 


CLOVER MFG. CAA, NORWALK, CONN., U.S.A. | Clover Mfg. Co., Norwalk, Conn. 


Send Samples checked 4/ 








, SENCE 1905 Clover GREASE-MIXED Grinding yg 
SAND PAPERS __and Lapping Compound . 


METAL CUTTING PAPERS AND CLOTH Clover WATER- MIXED Hi- Speed | 
AUTOMOBILE NICKEL PASTE BI ae tana a ities 
METAL POLISHES 


Name 


Address 


CLOVER GRINDING AND LAPPING COMPOUNDS 


Character 
of Business 
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Anti-freeze is 


manufacturers. 
brings the best demand. 











Chicago Jobbers Are Rushed with 





Christmas Orders—No Price Changes 


(Chicago office of HARDWARE AGE) 


CHICAGO, Dec. 18.—Local jobbers are very busy filling last-minute 
orders for Christmas merchandise, and completing pre-inventory 


preparations. 


Staple lines continue to move in good volume. 


Christmas trade among retailers in the Chicago trade territory, is 
lively. Jobbers are finding it hard to keep adequate stocks of some 


holiday lines. 


No price revisions of consequence were made at this market, al- 
though advances are declared shortly probable on: mortise locks, 
manila rope, coil chain, solder, babbitt, brass butts and hinges. 
Higher priced raw materials are responsible for the advances con- 


templated. 


General business conditions have been declared favorable, with 


even better times in the offing. 


In the Chicago area of the steel industry, mills are maintaining 


their recent average of about 85 per cent. 


Business under contract, 


indicates a continuance of the present high level of production that 


will run well into the first quarter of next year. 


strength. 
Collections average fair. 


Steel prices show 





AIR RIFLES AND PLAY RIFLES.— | 
Demand is large and at its best. Prices | 
are steady. 


JOBBERS’ quoTA Te TO RE- 
TAILERS, F.O.B. CH 

Air Rifies.—New watt erst pump 
air rifles, $5.00 each; Crosman_holi- 
day set (air rifle, target and 500 
pells in holly box) $10.50 each. 


Play Rifles—New savage pump 
ply rifle, $3.33 each; Fox double 
barrell play gun, $2.34 each. 


AUTOMOBILE ACCES SORIES.— 
in excellent demand. 
Adequate supplies are hard to keep up. 
Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each: regular, 58c. each; Cham- 
pion X, 45c, each; Champion Blue 
Box line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
34 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—-Mansfield tires, 
30 x 3% Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty, 
$9.75; heavy duty, $11.80; tires, 29 x 
4.40, $7.60; 32 x og heavy duty, 
$19.80; tubes 30 x $1.20; balloon 
tire tubes, gray, 29 “- 4. 40; $1.50. 

Anti-Freeze Mixtures. "Eveready 
Prestone, $3.80 gal. in cans, 

Glycerine.—“‘G. P. A.,”’ $1.80 gal.; 
alcohol and glycerine solution, 90c. 
gal. 


eylinder, 


AXES.—Prices are closely held by the 
Real winter weather 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz., 
double bit, 3 to 4 Ib., $23 to $25 per 
doz. ; andle axes, service grade, 
single bit, 3 to 4 Ib., $15 per doz.; 








‘BUILDERS’ 








3oy Scout axes, $11.50 doz.; motorist 


hand axes, $12 doz. 
BICYCLES.—The Christmas demand is 
very good. Prices are now steady. 


JOBBERS’ ap be ge a RE. 
TAILERS, F.O.B. 

Double Bar 
$26.25; ladies’ 
and boys’ juvenile 


Model, 
girls’ 


Stee ang 
model, $25.90; 
model, $23.60. 


BOLTS AND NUTS.—Normal demand 


at steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-30 per cent dis- 
count; machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, rolled thread, 60-10 per cent 
discount; all stove bolts, 75-10 per 
cent discount; screws, 60 per 
cent? discount. 


HARDWARE.—Fair de- 
mand. Mortise lock sets are expected 
to advance after the first of the year. 
Advances are also probable on brass 
butts and hinges. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
ir in case lots; less quantities, 
2.34 per doz. pair; 4 x 4 steel butts, 
*old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


COTTON GLOVES.—One manufae- 
turer brought out his new line with 
slightly reduced prices. Other makers 
announced their new lines would be dis- 
played after the first of the year. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


lag 








ELECTRICAL MERCH ANDISE.— 
Flashlight demand is larger than ever 
before. Appliances are also moving 
freely. Prices are without change. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 


Electrical Merchandise.— No. 14 
rubber covered wire, $6 per hl ft.; 
in less than 1000 ft. lots, $6.50; 1X 
lamp cords, $11.25 per 1000 ft.; z “i000 
ft. lots, $10.50; % in. brush brass ke y 
sockets, 13c. each; lots of 25, 12%4c 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 7%c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 35c. each. 

Electrical aetna. ~~ en Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, r. 9; Percola- 
tor, Universal 9169, $16.6 

Radio Supplies. —Radio °B ppemies. 
D 779 E, $1.40 each; case lots of | 
$1.30; No. 770, $3 each: packages of 


5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485 Layerbilt 


battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes. — UX-20 ie 
UX-199, $1.46%; UX-227, "33. 60; UX- 
171A, $1.78%. 


GLASS AND PUTTY.—The good glass 
demand is holding up well. Complete 
stock is now available. Prices are 
steady, with further advances deemed 
unlikely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength 8, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib., 
commercial, $3.50 per 100 Ib. 






HAMMERS AND HATCHETS.—Good 
tools for Christmas gifts are selling 
actively. General demand is quiet. 
Prices steady and unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- . 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 


doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HUNTING CLOTH ES.—Winter 
weather is responsible for a better de- 
mand. Prices show no change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Drybak waterproof coats, $56 per 
doz.; Dryback breeches, $26 per doz.; 
Drybak hats, $14.30 per doz. 


NAILS, WIRE AND STAPLES.—No 
recent changes, though the market 1s 
very steady. Sales for December are 
usually light. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 
Mill shipment price is $2.95, base 
Carload (36.000 lb.) base for mill 
vy oy still lower. Steel cut nails, 

ase, 

No. 9 black annealed wire, $3.30 
per 100 Ib.; No. 9 galvanized, plain 
wire, $3.85 per 100 lb.; catch weight 
se o0 ——— cattle or hog wire, 

80 per 100 Ib.; polished fence 
oe $3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 


SUPPLIES.—Oil heaters continue 
good demand. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. a CAGO: 

Perfection.—No. 72, 2 Psat oi $18; 
No. 73, 3 wt ely $23.2 No. 74, 4 
burners, $29.50; No. a9 oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases including and following 
$100 qualifying order, 33% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan. — No. 42, 2 burners, $18; 
No. 43, 3 burners, "$23. 25; No. 44, 4 
burners, $29.50; No. 249° oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, $60; No. 400R, 
$5; No. 215-1105, $51.50; No. 215, $41; 
No. 214-1104, $38.50; No. 214, $30; No. 
213-1103, $36.50; No. 213, $23.50; No. 
212-1102, $23.50; No. 212, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33%4-5 per cent. 

Ovens Perfection.— No. 211, 1 
burner, plain door, $2.50; 211G. glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealer’s dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 


stoves. 
Nesco a? -No. 12, $1.80; No. 05; 
$2.10; No. $2.25: No. 010, et; 


No. 10, $4; No. 22, $4; No. 020, $4.5 
No. 20, $4.75: No. 030, $5: No. 30; 
$5.30; No. 0301, $6; No. 301, $6.30. 
Dealers’ discount 33-5 per cent. 


Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

Oil Heaters.—Perfection No. 510, 
$6.25; No. 525, $7.25; No. 1525, $7.75: 
No. 1530. $9.25; No. 1630, $11.50: No. 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50; No. 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75: No 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 

-Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, $8.25; No. 1600, 
$9.75; No. 0190C, $10.50; No. 1900C, 


$12; No. 0190D, $10.50; No. 1900D, 
$12; No. 0190F, $10.50; No. 1900E, 
$12; No. 505, $11.25 cork ." 5, $12.75; 


Nos. 705C, 705D and 7 , $16. 

Discount 30-5 > per Ea 

Nesco Wicks, Cook Stove. — $3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks. No. 
348, 40c. each list: No. 515 Giant, 
list. Tic. each. Discount on Nesco 
heater wicks, 30-5%. 


PAINTS AND OILS.—Normal demand. 
Recently advanced prices are quoted 
on linseed oils, turpentine and alcohol. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Linseed Oil Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oil, Boiled.—Barrel lots, 
my per gal.; 5 barrel lots, 82c. per 


Denatured Alcohol. — Rarrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal. net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6. ‘4 25 Ib. lots, $3.4 
Ib. lots, $1.7 $ “ 12% 

Shellac im Ib. cuts).—White, $2.58 


in 


lacie 


| 





per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots 

English Venetian Red.—In_ barrels, 
5%c. per Ib.; in 100-Ib. lots, 6%c. per 


b. 
Dry Paste.—Barrel lots, 742c. per 
b. 


PYREX WARE.—Sales are of good 


volume. 
mountings is in favor for gift pur- 


poses. 


Pyrex in metal frames and 


Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles. — Round 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 
$24 doz.; 6 cup, $28 doz. 
penyy de — —No. 231, $8 doz.; 


4 cup, 
232, 
Gift Seino. 515, $3.43 per set. 


ROPE.—Orders are picking up as a re- 
| sult of higher prices expected in 1929. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base, 
20c. per lb.; No. 2 manila, 18c. per 


lb.; No. 1 sisal, 15c. per lb.; No. 2 
sisal, 14c, per Ib. 
SASH CORD.—Fair demand. Prices 


are unchanged. 


JOBBERS’ gpl eee? TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
dozen hanks; No. 8, $9.35 per doz. 


hanks. Competitive grade, No. 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 


SAWS, CROSS CUT AND WOOD.— 
| Demand is increasing as best selling 
| season approaches. 
vail. 


Steady prices pre- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2. 45 each. 

§ Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
mon tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


| SAWS, HAND.—Demand is normal, 


with prices steady. 


JOBBERS’ ge Hey TO RE- 
TAILERS, F.O.B. CHIC 

26 in., $29.50 doz.; 26 9 mn doz.; 
26 in., $49.95 doz.: special, 26 in., 
Competition, $6.60 doz. 





SOLDER AND BABBITT.—Manufac- 
turers’ prices are higher, but as yet no 
change in jobbers’ prices in this mar- 
ket. Sales are very lively. 


JOBBERS’ beagle A shad RE.- 
TAILERS, F.O.B. CHIC 

Warranted 50-50 aaa po per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal, $20 
per 100 Ib.; standard No. 4, babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—No changes in local 
prices. Strong opposition continues to 
the withdrawal by the manufacturers of 
the 2 per cent cash discount. 


JOBBERS’ gaps ey 4 TO RE.- 
TAILERS, F,.O.B. CHICAGO: 

24 gage A vneel ony yreesd $4.65 
ver 100 lb.; 24 gage black sheets, 
$3.80 per 100 Ib. 


VELOCIPEDES.—Demand for Christ- 
mas trade is large. Speed bikes are 
moving in increased numbers. Prices 
remain unchanged. 


JOBBERS’ yale ne J TO RE- 
TAILERS, F.O.B. CHICAGO: 

Tubular velocipedes, pes ll with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each; 22 in. front wheels, 14 in. rear, 
$9.25 each. 


VENTILATORS.—Demand is 
lent. Prices are steady. 


JOBBERS’ pet inge A TO RE- 
TAILERS, F.O.B. CHICA 

Diamond  E-Metal ci cloth 
ventilators, 8 in. hgt. opening, 16 in. 
x 33 in., $4.40 dozen; 20 in x 39 in., 
$4.80; 11 in. hgt. opening, 16 in. x 
33 in., $5.20 doz.; 20 in. x 39 in., $5. 60 
doz. Continentai, steel frame, cotton 
cloth, 833, $4.50 doz.; 837, $4.75 doz. ; 
1137, $5.50 doz.; 1145, $6.30 doz. Con- 
tinental, wood frame, cotton cloth, 
836, $3.60 doz.; 937, $4.50 doz.; 1537, 
$5.85 doz. 


WAGONS.—Excellent holiday demand 
is reported. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

14% x 33% steel wagon, 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in. 
wood wagons, 10 in. wheels, % in. 
tires, $2.85 each. 


WEATHER STRIP. — Demand has 
fallen off somewhat, though still of 
good volume. Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Home Comfort, $32 per 1000 ft.; 
Nu-Strip, $15 per 1000 ft.; Bomeco, 
type, A, % in., $2.40 per 100 ft.; Bo- 
meco, type B, 1% in., $3.20 per 100 
ft., Bomeco, type AR, % in., $2.40 per 
100 ft.; Bomeco, type BR, 1% in., 
$3.20 per 100 ft.; TacEzy 36 x 36 
window, 90c. each; TacEzy, 42 x 42, 


excel- 





SCREWS.—Buying is more active. 
Prices are very strongly held by the 
manufacturers. 


$1 each; Tac-Ezy, 3 x 7 ft. doors, 
$1.25 each. 


JOBBERS’ QUOTATIONS =” RE.- 
TAILERS, F.O.B. CHICAGO 


WINTER SPORTING GOODS.—Ice 
skates are in better demand due to 





Flat bright screws, 47% per cent; 
round head blued, 42% per cent; 
flat head brass, 40 per cent; round 
head brass, 35 per cent. Larger or- 
ders 10 per cent less. 


SHOVELS AND SCOOPS.—Demand 
for furnace scoops is still large. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 2 shovels, intermediate grade, 
polished, $14.50 per doz.; No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scoops, polished, $16 per doz.; D 
handle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 
, competitive grade, $5.25 per 
Oz. 

Snow shovels, black, long handles, 
steel, $4.40 doz. Galvanized, 17 x 16 
in. blade, $10 doz. 





colder weather. Prices remain the 
same. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Key clamp rocker, men’s and boys’, 
bright finish, 75c. pair; half key 
clamp rocker, women’s and _ girls’, 
cast steel polished runners, $1.00 
pair; half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 
pair; Union tubular ice skate outfits, 
$4.60 outfit; Nestor Johnson flyer 
outfits, aluminum finish, $5.25 outfit; 
Nestor Johnson flyer outfits, nickel 
plated, $6.00 outfit; Strand skiis, 
edgegrain pine, 4 ft., 60c. pair; 5 ft., 
90c. pair; 6 ft., $1.30 pair; Strand 
skiis, mahogany finish, 4 ft., 80c. 
pair; 5 ft., $1.10 pair; 6 ft., $1.50 pair. 

Sleds.—Flexible flyer sleds, 35 per 
cent off list. 
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GF Allstcel Shelving is rigid 
—as only steel can be 


GF ALLSTEEL Shelving 
may be assembled in as 
large or small units as you 
desire and without using 
special tools. Material may 
be stored so compactly that 
10 to 30 per cent more 
storage space is available. 
Easier visibility facilitates 
stock keeping. 


Built of fire-resistant steel 
— adjustable, moved or 
altered without loss—a 
permanent asset. 


A copy of our book ‘‘Sav- 
ing with Shelving’’ will be 
a great help when plan- 
ning any kind of storage 
space. Just send us your 
address. 


THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio + + 


In Canada, Toronto 


Branches and Dealers in all Principal Cities 





SHELVING 


The GF Allsteel Line: 
Safes 
Filing Cabinets 
Sectional Cases 
Desks 
Tables 
Shelving 
Transfer Cases 
Storage Cabinets 
Document Files 
Supplies 


TTACH THIS COUPON TO 
’ YOUR FIRM LETTERHEAD 
| THE GENERAL FIREPROOFING CO. 
i Youngstown, Ohio 


Please send me without obligation a copy of 
your book “Saving with Shelving.’ 


Name 





Firm 








Street No. _— 


i SO 
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No. 190 Pull 





No! We Don’t Carry It 





This Well-shaped Pull is 


Now Available in 4 sizes 


The No. 190 Pull, which was intro- 
duced in the FrantZ line of Guaranteed 
Builders’ Hardware a year ago, has 
proven a fast-selling item for FrantZ 
Dealers. In the past it has been made 
in one size only, 714 inches long. 


To increase the flexibility of this light, 
gracefully-shaped Pull, it is now being 
offered in 4 sizes—5, 534, 614 and 714 
inches long. 


No. 190 Pulls are made entirely of steel 
and are shaped to fit the hand comfort- 
ably. The screw holes are properly 
countersunk for flat head screws. They 
are furnished regularly in japan finish, 
but can be had in bright steel or plated 
finishes if desired. Write for prices. 


No Hardware is Genuine FRANTZ 
QUALITY Without the Red Label 


FRANTZ MANUFACTURING COMPANY 


RANT 


RED LABE! 
GUARANTEED 
BUILDERS 
MHARDWAR 








Sterling, Illinois | 





HEN we give the above reply to a customer's 

request, for some article not stocked in our 

store; do we have a legitimate excuse for not 
carrying it? Our opinion is that; in the majority of 
5 ey we would find it difficult to offer a satisfactory 
alibi 

Old boundary lines, which enclosed hardware fields, 
have long since been let down. The time honored pre- 
cedent, of hard-and-fast rules, setting forth, what shall, 
and shall not constitute the merchandise, offered by rep- 
resentative hardware stores, has out-lived its usefulness. 

Drug stores, started several years ago to graze in 
hardware pastures and other retail establishments, fol- 
lowed the “drug flock,” into what was thought to be 
better grazing grounds. In the beginning, only a few 
hardware items were placed on drug store shelves. 
Recently more extensive infringements have been made 
on hardware territory. In a few more years, with such 
stores rapidly adding hardware items to their stocks, 
they will offer competition on a goodly share of the 
popular hardware articles. 

Since the gates have been opened, and it would now 
seem to be a “free range’ proposition, it is possible 
that we have over-looked some “toothsome morsels” in 
our own fields of endeavor. It would be foolish to 
retaliate by stocking epsom salts because the drug stores 
stock electric irons, but we can meet the new situation, 
by readjusting our business, so that the inroads being 
made upon it will have little effect on our annual volume 
of sales. 

How ?—By stocking, displaying, advertising, and sell- 
ing every single item we have frequent calls for. Why, 
should it matter whether the article needed is hardware, 
according to our interpretation, or not? If we have con- 
tinued, repeat calls for a certain article, it is obvious 
that the customer expects you to have it. It is either 
because your customer thinks that your store is the 
logical place to secure the item needed, or he has been 
unable to secure it elsewhere. We have been “asleep 
at the switch.” Let’s wake up and meet the demand. 

When a customer asks for black shoe polish, a pocket 
comb, or any item we have frequent calls for, but do 
not stock, shouldn’t we apologize, instead of making 
th¢ usual somewhat sarcastic reply as if the customer 
must be demented to even think for one moment, that he 
could fulfill his needs at our store? What good can 
we expect to come from: “NO! We don’t carry it.” A 
reply like: “NOPE! Hav’nt got any. Try the drug 
store,” is even less ethical, than the first example of 
retort. The customer may be a stranger, who in all 
probability, has always purchased his pocket combs or 
shoe polish in his home town, from a hardware mer- 
chant who has been progressive enough to stock mer- 
chandise that is in demand. If we can’t fill the cus- 
tomer’s wants, then the fault is ours, not the customer’s. 

A good start in the right direction, would be to in- 
form your employees, that from now on you will re- 


quire them to turn in want slips on every single article 


they have a call for, regardless of whether it is hardware 
or not. Then you be the judge, as to whether there is 
sufficient demand for the item. Tally up the number of 
calls for each article. If the calls are numerous enough 
to warrant it, order the article and be prepared to meet 
the future demand. 

You can’t sell ’em, if you haven’t got ’em. Let’s have 
more goods that are in good demand, and less goods that 
are in poor demand. ‘Our foresight will be rewarded 
with additional profits. 
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° 
Suggestions | 
A hardware merchant furnishes a typed form to his ARCADE 


salespeople and urges them to study it. With permis- 


sion we take excerpts : FLOUR MILL 
One suggestion to every customer will double sales in 
No.1 


six months. 
Two suggestions will increase sales by 60 per cent. 
Three suggestions per customer will increase sales 70 
per cent. 


SUGGESTIONS ARE SERVICE. 
NOBODY GETS MAD AT SUGGESTIONS. 


No customer can remember all the things he needs in 
our line. 

Study our stock—study our customers. Have a sug- 
gestion to make to everyone—in addition to the original 
purchase. 

Don’t be obtrusive—always be polite. 

The purchase of one article or number will suggest 
another. 

When you buy a cart—you also need a horse. 

When you buy a collar, you also need a tie. 

From now on, this business will expect every sales- 
person to make at least one suggestion to every cus- 
tomer served. 

The present arrangement permits the salesperson to 
profit as well as the store. 

Our advertising, for which we pay, is merely sugges- 
tion. Our show windows are there to offer suggestions. 

Suggestion is the basis of retail selling. 














Morey’s De-Luxe Glass Sign Plates 


De-Luxe glass sign plates are manufactured by the Morey 
Mfg. Co., 404 Manhattan Building, Milwaukee, Wis. These 
plates are made from bevel-edge plate glass and have a polished 
aluminum frame. The glass is drilled on each end of the plate 


vi 
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New Features 


a. Handle that cannot slip and fastens secure- 
ly on a square shaft. 

b. The hopper dovetails into the machine to 
prevent grain and dust from leaking out. 

The Arcade Flour Mill will grind all types of 
aN Aa grain to any degree of fineness. It is particular- 
} Ns ¥ ly convenient both for making fine flour or 

LB A) coarse chicken feed. 

The mill is equipped with hard iron adjust- 
able grinders simple in construction, grinds 
rapidly and works very easily. 

The Arcade Flour Mill comes in two sizes, No. 
1 and 2. The No. 2 Mill is equipped with fly 
wheel so that it will operate by means of a belt 


drive. 
Write us for catalog. 
Ask your jobber for prices. 


iat A UU NNN iN ARC AD ae roy. 


to accommodate the screws and washers. A special silver tinsel P 
foil forms the background for the words which are painted on Arcade Manufacturing Co. 


the back of the plate glass. 
The panel illustrated displays several types of glass sign plates. 
It is made of three-ply veneer, with a beautiful grained oak finish. 





Freeport, Illinois 
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There’s a Limit 
to Everything 


—to the life of good hinges 
—to the use of chains as stays 
—to the abuse any door will stand 


—gently limits the 

swing of doors and 

saves hinges from 
destruction 





Most prospects for door chains, stops 
and holders can be sold this special stay 
on its protection value. 


A unique spring arm absorbs the shock 
of hastily opened entrance and avoids 
damaging contact with walls, door 
frames, reveals, etc. This resilient arm 
is curved. Force, quickly exerted, draws 
it toward a straight line against the re- 
sistance of steel or phosphor bronze, re- 
lieving strain on hinges. 


No. 38 holds the door open only when 
a thumb piece (E) is turned. No. 39 
holds the door open automatically at full 
swing, and is released by a slight pull. 


Write for circular presenting the 
necessary buying information. 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Ave. Chicago, Iil. 
New York Office: 101 Park Ave., New York 





Builders’ Hardware 


Overhead Door Checks . Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 

Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 
















Little yarns that others have laughed 
over culled from various scources. As 
a contemporary puts it: “Some of them 
have been copied, the rest will be.” 





SEVEN WONDERS OF THE BUSINESS WORLD 


1. The man who will work without being watched. 

2. An assistant who doesn’t think he pays the “Old Man’s” 
salary. 

3. A salesman who thinks that maybe the goods have 
something to do with his making those large sales. 

4. A stenographer who knows punctuation and who will 
look in the dictionary when she is uncertain about the 
spelling. 

5. A purchasing agent who doesn’t think he does you a 
favor when he asks you to quote. 

6. A new manager who will wait a week before making 
a better setup than his predecessor. 

7. A boss who acts as if he wasn’t. 



















A perplexed porter was explaining an unprecedented 
situation to the Pullman conductor. 

“But, captain, the stepladder’s missing; who took it? 
And why? And how?” 

“But who would want to steal a Pullman ladder?” ex- 
postulated the conductor. 

“I don’t know, but she’s gone,” responded the porter. 

At this juncture a passenger occupying an upper berth 
for the first time overheard the conversation, parted the 
curtain, and remarked: 

“Here, porter, you may use mine. I won't need it till 
morning !”’ 














Dear Editor: “I am in love with a homely girl but she 
doesn’t seem to care for me, while a pretty girl with lots 
of money wants to marry me. What shall I do?” 

“Marry the one you love and send me the name and ad- 
dress of the other one.” 














Young Housewife: “Are you sure that this cleaner you 
are selling will take out ali the dirt?” 

Buell Throop: “Will it? Say, lady, yesterday I ran it 
over a copy of Captain Billy’s ‘Whiz Bang’ and when | 
got through I had ‘The Sunday School Gazette.’ ” 










“My girl has nice teeth, western teeth.” 
“Why, what kind of teeth are western teeth?” 
“With wide, open spaces.” 












A Scotchman living on the outskirts of Chicago became 
engaged to a girl who got so fat that he wanted to break 
off the engagement. But the girl couldn’t get the ring off, 
so he had to marry her. 



















Father: “The man who marries my daughter will get a 
prize.” 
Ardent Suitor: “May I see it, please?” 





“Where did you get that eye?” 

“You know that pretty little woman we said was a 
widow ?” 
“Yea.” 
“Well, she isn’t.” 
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Mrs. Nut (handing her husband a saucerful of white 
powder): “John, taste that and tell me what you think it 
is.” 

Mr. Nut: “It tastes like soda.” 

Mrs. Nut: “That’s what I told Bridget. She declares it 
is rat poison.” 


“Father when I graduate I’m going to follow my literary 
bent and write for money.” 

“Well, son, you ought to be successful. That's all you’ve 
been doing since you started to college.” 


Willie: “Did Edison make the first talking machine, Pa?” 
Pa: ‘No, my son. God made the first one, but Edison 
made the first one that could be shut off.” 


Rastus, out in a boat with his best girl, Mandy, had 
been teasing for a kiss, but she refused again and again. 
Finally he became desperate. “Mandy,” he threatened, 
“effen you doan lemme kiss you I’se gwine t’ upset dis here 
boat.” Getting home, Mandy told her mother all about it. 
“An’ did you let de gemman kiss you?” her mother asked. 
“Well,” drawled Mandy, “Y’ all didn’t see anything in de 
paper dis mawnin’ "bout two niggahs drownin,’ did you?” 


Through the busy Glasgow streets a stalwart policeman 
led a little child by the hand. 

A motherly-looking woman paused before them for a 
moment. Then, in a sudden burst of sympathy, she bent 
over the child and kissed her. 

“Puir wee lamb;” she said, sadly. “She looks sae cauld 
and starved like; and she hasna been washed for a week. 
Some folks canna be trusted wi’ bairns. Whaur did ye fin’ 
the wean, policeman?” 

“Find the wean?” said the policeman, angrily. “I didna 
find her at a’, She’s ma ain bairn!” 


Neighbor (angrily): ‘Professor, I’m surprised to hear 
that your chickens have been over the wall scratching up 
my garden.” 

Professor (with dignity): “My dear sir, that can hardly 
be regarded as a phenomenon. If your garden had come 
over the wall and scratched my chickens, I could have un- 
derstood your astonishment.” 


“Are kings and queens always good, daddy?” asked the 
small daughter, looking up from her fairy book. 

“They are not,” snorted the practical parent, deep in the 
sport page. “Nine times out of ten you'll find threes out 
against them.” 


Miss Browne: “I frankly admit I am looking for a 
husband.” 

Mrs. Greene: “So am I.” 

“But I thought you had one?” 

“T have, and I spend most of my time looking for him.” 


Wife: What on earth are you doing in that old dress of 
mine? 

Husband: Well, I want a haircut, and this is the only way 

shall ever get it in that crowded barber shop. 


A tourist stopped at a lonely cabin in the Tennessee 
mountains. He noticed four good-sized holes in the door. 

“T don’t like to be inquisitive, but what are the four holes 
in the door for?” he inquired. 

“We got four cats,” answered the mountaineer. 

“But why didn’t you have one good-sized hole?” 

“Hell, stranger, when I say ‘Scat,’ I mean ‘SCAT’!” 








I 


superlative 
cutting ability 
counts with 
your drill 
customers 
they will come 
back to your 
store as long 
as you handle 


The 
New Morse 
Forged Type 
High Speed 

Drills 


Stock 
the line 
carrying 
the least 
Sales 


Resistance 





Building Trade 
With Tools That 
Hold It 


oWIstT DRILL & MACHINECO. 


W BEDFORD ,MASS.U.S.“A) 
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CLERKS’ CONTEST 


Cash Awards of $100, $50 and $25 to Retail Hardware Salesmen 
for Best Letters on Subjects of Their Own Choosing 


EALIZING that the hardware clerks of today are the hardware mer- 
chants of tomorrow, HarpwareE AGE is interested in obtaining the 
viewpoints of the men and women behind retail hardware counters. 
We want to know what they think about the hardware business; about 

their jobs; about the merchants for whom they work; about running a hardware 
store; about store meetings; about anything and everything that is of interest to 


retail hardware salesmen. 


We are therefore offering cash awards for the three best letters, written by 
actual sales persons in retail hardware stores, along the lines suggested in the first 


paragraph. 


The grand prize will be $100 in cash. 
The second prize, $50. 
The third prize, $25. 


The three winning letters will be published in Harpware Ace. If Harpware 
AGE decides to publish any of the letters submitted which have not won prizes, it 
will send the writers of such letters $5 for each letter so published. 





RULES OF THE CONTEST 


1. Each contestant must be an actual sales em- 
ployee in a retail hardware store. 

2. Each letter must be written by the sales em- 
ployee who submits it, without any outside assist- 
ance. 

3. Letters must be written on one side of the 
paper only. (Typewritten letters preferred, but 
not obligatory.) 

4. Letters will be judged on the basis of inter- 
est and the ideas expressed, and not on the basis 
of penmanship or grammar. 

5. Each contestant may submit as many letters 
as he wishes, but not more than one prize will 
be awarded to any one contestant. 

6. Contest opens November 8, 1928, and closes 
December 30, 1928. Awards will be made on or 
about January 15, 1929. 


7. All letters must bear the name and address 
of the contestant, and the store in which the con- 
testant is employed. (While we would prefer to 
publish letters identified by the writer’s name 
and store affiliation, this information will be 
withheld from publication if the contestant so 
specifies. ) 

8. The judges of the contest are: 

Llew S. Soule, Editor, Harpware Acer. 

Saunders Norvell, Contributing Editor, 
Harpwake AcE. 

R. J. Atkinson, Past President, National 
Retail Hardware Association. 


9. All letters must be addressed to Clerks’ Con- 
test, Harpware Acr, 239 West 39th Street. 
New York City. 


Yo 
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American Steel & Wire 
Company 




















are not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
ism. They are 
made in ten dif- 
ferent sizes from 
15/16 of an inch 
to 2% inches. 






















Their worth is 
proven by their 
consistent’ satis- 
\ factory perform- 
ance at all times 























and under all 
conditions. 


Millions of farmers know that 

Barb Wire, made by the Ameri- 
can Steel & Wire Company, 
stands supreme in tensile strength, 
quality of steel, regularity of 
twist, extra heavy galvanizing 






These Cast 
Bronze Padlocks 
are very artistic- 
ally made from 
cast bronze met- 
al machined out 
to receive an all 





























rust proof mech- 
and firmness of barbs. anism, The shac- 
ne “ kle is of wrought 
The following brands are busi- bronze, drop 
y ° | orge t reat 
ness builders for dealers: m > re strength, 
ura ty an 
Baker Perfect _ Ell wood Junior better appear- 1 
Waukegan American Special sises from. % 7 — 
Ellwood Glidden American Glidden inch to 3 inches. 2970 Line 


Lyman Four Point 
Write for catalogue and prices 


W. C. 1 Display Card 






This attractive display card, lithographed in 
seven colors, showing a few of our most popular 
padlocks, will be sent to any dealer upon request. 











Padlocks, Automobile Locks, Cabinet Locks, 
Trunk, Suitcase Locks and Trimmings, Miscel- 
laneous Hardware, Keys and Key Blanks, 
Apartment House Letter Boxes and Home 
Saving Banks. 


CORBIN CABINET LOCK CO. 





° Tue American Harpware Corporation : : Swuccessor 
American Steel & Wire Company NEW BRITAIN, CONN. U. S. A. 
Sales Offices: Chicago, New York, Boston, Atlanta, Birmingham, NEW YORK CHICAGO PHTLADELPHIA 








Cleveland, Worcester, Philadelphia, Pittsburgh, 
Buffalo, Detroit, Cincinnati, Baltimore, Wilkes-Barre, 
St. uis, Kansas City, Minneapolis, St. Paul, 
Oklahoma City, Memphis, Dallas, Denver, Salt Lake City, 
*San Francisco, *Los Angeles, *Portland, *Seattle, 
*United States Steel Products Co. 
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Movie Discount Tickets Increase Trade for 
Retail Merchants 


Rockford, Mich., 


IX retail merchants in Rockford, Mich., have in- 

creased their business and strengthened their good 

will during the past two months by distributing dis- 
count tickets for a local motion picture theater. The 
success of the plan can best be told by one of the dis- 
tributors, R. H. Kuieck, manager of the Rockford 
Hardware Co., who writes: 

“There are six merchants in this town distributing 
these tickets—a grocery dealer, dry goods store, hard- 
ware dealer, etc. These tickets will be given out for the 
next four months in the ratio of one ticket with every 
twenty-five-cent purchase, and not more than four to a 
customer on a single purchase. 


Customers Now Ask for Tickets 


“The Star Theater accepts these tickets, simply for 
the increased attendance on these particular nights, and 
up to the present time the management has noticed an 
increased attendance. 

“At first I did not think very highly of the idea, but 
now my customers are beginning to ask for the tickets. 
One particular instance 1 remember very well. As I 
was having my dinner, after the store had closed, a little 
girl came in the restaurant and walked up to my table. 
She asked me if I would please give her some tickets, as 
her father had purchased merchandise at the store and I 
had forgotten to give him the discount tickets. This 
shows that even the children remind their parents to buy 


| 





their supplies where they can get tickets for the movies. 

“T believe that if six merchants could get together and 
have similar tickets printed; would have an advertise- 
ment in their local paper, the cost would be less than $15 
for 3000 tickets, advertisement and whatever show cards 
for window display that might be advisable. Salesmen 
must be instructed to explain the ticket proposition to the 
customers during the first few weeks in order to get the 
idea started.” 
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Compliments of 


Rockford Hardware Co. 
Dick Kuieck 


Builders’ Hardware—Roofing 
Fencing—Stoves—Sporting 
Goods 
We Always Try to Please Our 
Customers 


Phone 22 
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Copy of the ticket issued by the Rockford (Mich.) Hardware Co. 


The tickets have a 10 cent value on any adult ticket or 
a 5 cent value on a children’s ticket for Monday and 
Friday evenings. The offer is limited to one ticket ac- 
cepted on each admission and is good until Jan. 1, 1929. 


BABCOCK-SPRUCE LADDERS 


Air Dried Full Strength in Material 


Send us your future orders for winter shipment. 
Will give spring dating. Get part sold before you pay the bill. 


Write for Booklet 


We Pay Freight 


W. W. BABCOCK CO., Bath, New York 

















HARDWARE AGE for DECEMBER 20, 1928 





65 





Two New Aluminum Levels 


The Aluminum Products Co., Plainwell, Mich., has recently 
placed on the market a complete line of aluminum levels. Two 
of the new products are illustrated. 


















































The No. 170 P. L. plumb and level is adjustable, reversible, 


and interchangeable. It has one level and two plumb glasses 
incorporated in it and is made in 18, 24 and 28-in. lengths. 





The No. 110 P. L. combination plumb, level, square, and rule 
has three different pitches in groove on bottom, for millwrights 
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Season's Greetings 


O our friends whose patronage we have enjoyed 
during the past year, and to our friends both old 
and new whom we may serve during the year to come. 


A full measure of happiness and prosperity. 


RUSSELL & ERWIN MEG. CO., 


The American Hardware Corp., Successors 


New Britain, Conn. 
CHICAGO 





and machinists. 
where dealers’ advertising may be inserted, making this model 
desirable as a dealers’ gift novelty to the trade. 

The manufacturers claim several new and unique features, 
stating that the level glasses are practically unbreakable, due to 


The side is ruled and space is provided in web 


the patented means of their suspension. It is also said that the 


glasses may be easily replaced if broken. 

These products will be distributed through regular hardware 
channels. Further information, as well as descriptive folders 
and prices, may be obtained from the manufacturer. 


A Lesson in Advertising from Robinson Crusoe 


One of the most persistent advertisers in the history 
of success was Robinson Crusoe. He knew what he 
wanted—a ship—and he put up an ad for one. He 
flung a shirt on a pole at the top of his island; that, in 
the language of the seas, was plain to every seafaring 
man. 

The circulation was small—there was no other medium 
but Crusoe kept at it, despite the fact that he got no 
inquiries for a long time. He changed his copy—as 
one garment after another frayed out—and in the end 
got what he wanted. 

Suppose Crusoe had taken down that signal after a 
time and declared “Advertising doesn’t pay.” Where 
would he and his story be now? ; 

Put up your signal and keep it there. Crusoe adver- 
tised under very discouraging circumstances. You've 
got a sure thing—it is only necessary to have the pa- 
tience, persistence and pluck of Robinson Crusoe—and 
the good ship “Better Business” will soon tie up ’long- 
side your pier. 
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The DIAMOND “E” trademark on cloth and 
frame is an assurance that nothing has 
been left undone to make these 
ventilators the best of their 
type. 11 popular sizes, 
retail at 45c to 














KNOWN QUALITY Sitistied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 
Sweden. 

Butt Beveled edge. 
Regular Beveled 


edge. 
Socket Chisels. 













are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 

Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 

We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 
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New Holmes Electric Refriger- 

ator, operating on the most efficient 

engineering principle known, refined 

and amazingly simplified, will soon be 
announced. 


HOLMES PRODUCTS, INC. 
2 W. 46th St. New York City 


HOLMES 


ELECTRIC REFRIECRATOR 
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NEW 


MODERN 


WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 








Coming Hardware 
Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, sometime in May, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 

CALIFORNIA RETAIL HARDWARE & IMPLEMENT AsSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 

CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Blowing Rock, N. C., June 11, 12, 13, 1929. Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 

IpAHO RETAIL HARDWARE & IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 

ILt1no1s RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exursiti0n, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, III. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, . 


Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building, 
Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
,AND ExHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

MississippP1 RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

Missour1I RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExursiTi0n, Hotel Statler, St. Louis, Jan. 21, 22, 23, 
1929. F. X. Becherer, sec., 5106 No. Broadway, St. Louis. 

MonTANA IMPLEMENT & HARDWARE ASSOCIATION CON- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 

MountTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 15, 16, and 17, 1929. 
Headquarters not yet selected, but in all probability will be 
the Cosmopolitan Hotel. W. W. McAllister, secretary- 
treasurer, P. O. Box 513, Boulder, Colo. 

NaTIonAL House FurNnisHING MANuFACcTuRERS AsSO- 
CIATION CONVENTION, Stevens Hotel, Chicago, IIl., Jan. 14, 
15, 16, 17, 18, 19, 1929. Warren Edwards, secretary, 189 














W. Madison Street, Chicago, I. 
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NATIONAL RetTarL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 

NEBRASKA RetarL HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 

New ENGLAND HarpwarE DEALERS’ ASSOCIATION COoN- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 

New York State RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 

NortH Dakota RetaiL HarpwareE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Onto HarpDWARE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
CoNnvVENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 

Orecon Retair Harpware & IMPLEMENT DEALERS’ 
AssoctaTIOn CONVENTION, Portland, Feb. 5, 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 

Pacitric NortHwest Harpware & IMPLEMENT Asso- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 

. quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc. CONVENTION AND ExursiTion, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 

Soutn Daxota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bldg., Atlanta, Ga. 

Texas HArpwarRE & IMPLEMENT ASSOCIATION CONVEN- 
TION AND EXHIBITION, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 

VIRGINIA Reta HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 

WEsT VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Kansas City, Mo., 
Jan. 15, 16, 17, 1929. Hotel President, general headquar- 
ters. Sessions will be held in Missouri Theater, and the 
Western Hardware Show will be held in Convention Hall. 
H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin RetatL Harpware ASSOCIATION CONVEN- 
TION AND EXHIBITION, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J]. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 

Milwaukee. 








MORTISE BOLT LOCK 


No. 5051 

for 
CLOSETS GARAGES CABINETS 
REAR DECKS SHEDS ATTICS 
CELLAR COMPARTMENTS 
and 
ALL DOORS WITH ONE WAY 
APPROACH 


QDINDEPENDENTIOCKCO.D 
FITCHBURG, MASS. 


Full Information on Request 











INFORMATION 
INCREASES SALES 












What is it for? What does it 
cost? How long will it last? 
The prospect may never become 
a buyer unless these or similar 


questions are satis 
factorily answered 
in advance. But 
thousands of sales 


can be made 

by telling 

about your 

merchandise 

with attrac- 

tive snappy 

looking dis- 

play cards 

made on the 

Stencilor. And 

you need no 

experience to 

operate it. Low 

in price, pays for itself many times a year, DISPLAY YOUR 
STOCK WITH PRICE TICKETS, SHOW CARDS AND SIGNS 
MADE UP TO THE MINUTE WITH THE STENCILOR THE 
STENCILOR IS STANDARD EQUIPMENT WITH CHAIN STORES 


AND OTHERS. 


DISPLAY MATERIAL CoO. 
774 Grand Avenue, St. Paul, Minnesota 


ummm Attach this coupon to your firm letterheaad====—=—4 


Send to your nearest office— 

DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
Eastern Agents, Display Material Co., 191 Pearl St., 
New York, N. Y. 

Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 


Central States Agents, Stencillor Sales & Supply Co., 361 
W. Ontario St., Chicage, Ul. 
Please send me without obligation a copy of your book, 

‘How to Make Signs."’ 
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“Moderne” Line of House- 
wares 


Patent Novelty Co., Fulton, III, 
manufacturing a new line of housewares 
finished in vivid colors and modern effects. 

The “Moderne” housewafe line includes 
clothes line reels, short and long handled 
dust pans, crumb trays and scrapers, match 
boxes, coasters and handy hooks. 


is 


A “Moderne” recipe cabinet is illus- 
trated. It is finished in brilliant colors 
and has two clips to hold a recipe card, 
so that the recipe can be easily seen while 
the housewife prepares the food. 


Useful Atee Gearshift Clock 
The Atee Gearshift Clock has been 
placed before the trade by the Atee Mfg. 
Co., New England Life Building, Kansas 
City, Mo. This stem-wind, stem-set, 30 
hour movement clock has a radium dial 


and hands. The clock is screwed into the 








top of the gearshift lever and is fitted 
with a theft-proof locking device. 

The gearshift clock is a dependable time- 
piece and is finished in full nickel or black 
enamel with a non-breakable crystal. It 
can be easily installed on any car. 


“Seal Strip” Weather Strip 


The D. W. Bosley Co., 1901 Carroll 
Avenue, Chicago, IIl., is manufacturing a 
pliable weather strip having a heavy cop- 
per wire inserted next to the cushion. 
This wire acts as a shoulder and holds 
the cushion firmly against the window or 
door. 

“Seal Strip” weather strip can be tacked 
against a moving door or window sash. 
The copper wire and the tacks combine to 











| of galvanized iron. 
| can be removed from the post. 


| for the arms, having a natural wood finish. 


| form the shoulder that keeps the crack 
| sealed. 
“Seal Strip,” in maroon, tan, or white | 











| 









| 












‘ ¢ 

Crt SS 
, 
{ 


LY, 


Wl l fly 
SIP) 











finish, is packed on 100 and 500 ft. reels. 
Tacks for mounting are included. 


Nails Packed in Canvas Bags 


A new departure in the method of pack- 
ing nails has been instituted by the Tre- 
mont Nail Co., Wareham, Mass. Tremont 
“Armco” nails are now being packed in 






ESTABLISHED (09 








TREMONT NAIL CO, 
WAREHAM. MASS. U.S. a 
oe 
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five-pound canvas bags—20 bags to a 100- 





| pany manufactures. 
| in a brilliant orange. 















pound keg. Due to this method of pack- 
ing, the dealer need not use valuable time 
to weigh and wrap nails. The carpenter | 
working on a roof can fill his apron and | 
toss a couple of bags of the roof, finish- | 
ing his job without climbing down to re- 
fill his apron. 

Tremont “Armco” nails are made of 
strong rust-resisting iron and are said to | 
have 72 per cent more holding power than | 
wire nails. These pure iron cut nails are | 
available in shingle, roofing, clapboard and 
boat nails as well as spikes and special | 
nails for particular purposes. 





Waterhouse Clothes Dryer 


Waterhouse Mfg. Co., 722 Ceres Ave- 
nue, Los Angeles, Cal., is manufacturing 
a revolving clothes dryer with several ad- 
vantageous features. 

The post on which the dryer is mounted, 
either in yard, balcony or roof, is made 
The revolving reel 
Braces 
are non-breakable and have been galvan- 
ized. Straight grain pine has been used 


Best quality white braided clothes line is 
standard equipment. 
This revolving clothes dryer is made in 


| screens. 





three sizes. 


A Hammer Display Stand 


Evansville Tool Works, Inc., Evans- 
ville, Ind., is offering the trade a five- 


| tool display stand, designed to show ad- 
| vantageously 


in window or on counter 
an assortment of hammers which the com- 
The stand is finished 


The No. 50 display stand can be secured 























either with or without an assortment of 
hammers. The suggested retail prices of 
these hammers are 59 cents, 89 cents, $1.25, 
$1.50, and the Molly hammer for $2.25. 
The display stand is a companion to the 
company’s display tray, which is intended 
to be used where mass display is desired. 





A New Window Screen Package 


Window screens manufactured by the 
Continental Screen Co., 1323 Book Build- 
ing, Detroit, Mich., are now being packed 
in substantial crates with solid wood sides 
and the other surfaces covered with a solid 
fiber liner, protecting the edges of the 
This makes a strong crate and 
keeps the screens free from dust, water 
and weather. 

In addition, these crates have been sten- 
ciled in such a way that they become good 


advertising mediums. This new method 
of packing was tested out last year. Job- 
bers and dealers commented so favorably 
on the proposition that it was adopted. 





















